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th Storz Station heard from 





WQAM 



Miami 



Serving all of Southern Florida with 5,000 watts on 
5(H) kc. Represented by JOHN BLAIR & CO. 



KOWH 



Omaha 



First on Hooper (4(1. SCr), Pulse, Trendex in every time 
period. Represented by II K Reps, Tnc. 



WTIX 



New Orleans 



Even further ahead in first place per latest Hooper 
Represented by Adam .1. Young, Inc. 



WHB. Kansas City 




First per Hooper (45.8%), Also Area Nielsen, Area 
Pulse, Metro Pulse. Represented bv JOHN BLAIR ,V 
CO. 



} M innea})olis-Si . Paul 

Now all-time highs. Strong 2nd place, Hooper. Strong 
-lid place, Nielsen — and climbing fast. Represented by 
A very-Knodel, Inc. 



"The 
Storz Stations" 



President: Todd 
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50* per copy* '8 per year 




Perfume and politics 
Why Lanvin thinks 
they mix 

page 48 




Why K PRC-TV Has Houston's Largest N ews Stat 



Houston people possess an unsurpassed thirst for news. 
To meet this demand, KPRC-TV has huilt Houston's only 
complete TV news service. National and regional news 
rolls in over five AP wires. A live-wire newsreel staff affords 
fast, first-hand blanket coverage* of local events, hackstopped 
by on-the-spot reporters who edit all news for Houston appeal. 
No wonder Iloustonians look to KIMiC-TV first for news. 



FIRST 



I N 



TV — 



WITH 



OVER 



7 0 0 



KPRC-TV 



HOUSTON 



CHANNEL 




JACK HARRIS, Vice President and General Manager 
JACK McGREW, National Sales Manager 



Nationally Represented by 
EDWARD PETRY & CO. 

MAN-YEARS 



EXPERIENC 




MGM enters 
station ownership 



Foremost Dairies 
pegs marketing 
in naming BBDO 



Whelan decree 
may have local, 
regional impact 



More "specials/' 
less spectaculars 



Loew's-MGM has apparently moved into television with no opportunities 
barred. Fi rst big stroke was last week's two-way transaction with 
KTTV, high-powered L.A. Times operation. KTTV gets a seven-year lease 
on MGM ! s 725 pre-1949 fi l ms for total of somewhere around $5 m illion 
and MGM picks up a 25% stock owner s hip in KTTV - the FCC willing — 
for $1.6 million. (Up to now The Times-Mirror Co. has been 100% 
owner. ) MGM has indicated sensitiveness about its policy of dealing 
on a basis , wherever it can , of film leasing plus station stock 
purchase being associated in any way with the word "barter. " Each 
party, it emphasised, pays separately for what it gets. MGM's further 
plans in tv : the production of ha If -hour tv films ( "Goodbye , Miss 
Chips," the first) and perhaps even entry into the network business. 
MGM states it has several other deals similar to KTTV f s pending . 

-SR- 

Does a maj or agency in a position to offer broad marketing assistance 
have an edge over a regi o nal agency? Foremos t Dairie s account, third 
largest in its field, apparently is strongly of the affirmative. In 
consolidating its $4-million-plus ad outlay under BBDO roof , Foremost 
explained : "The ever-growing importance of national and international 
brands makes it almo st com pul sory to us e mark et ing knowledge an d 
facil ities offered by a maj or agen cy which has both national and 
international representation. " Up to now Foremost business has been 
spread among 15 smaller agencies. Hit hardest by switch is Guild, 
Bascom & Bonfigli, whose share has been $1.5 million, and responsible 
for "Rosemary Clooney Show" in spot tv. Quipped GBB prexy , Walter 
Guild in interoffice memo: "If pressed for reason why we were fired, 
tell them the best damned advertising is no good when you don ! t have 
an office in Greece. " 

-SR- 

Consent decree signed by United Cigar-Whelan Stores Corp. with Federal 
Trade Commission may well aff ect some regional and l ocal tv programs. 
Whelan through its own wholly-owned subsidiary , Product Advertising 
Corp., has been producing "Cavalcade of Stars " series. Manufacturers 
with whom it dealt contributed t o costs of tel ec asts . Under decree , 
sponsorship of "Cavalcade" passes from PAC to New York State Pharma- 
ceutical Association. Whelan-FTC accord came after the commission's 
citing of 9 advertisers and 3 tv networks in connection with special 
in-store promotion assistance. Violation of Robinson-Patman Act 
was basis of complaint . 

-SR- 

NBC TV's realignment of fall programing drops F riday N igh t Spe cta cula r 
in favor of shorter Chevy Hour. With less sponsor interest in 90- 
minute Specta culars this season, progress of "special" 60-minute ir- 
regularly scheduled Chevy Hour should be interesting to watch. In all, 
total number of "specials" and Specta culars is more than 85 at NBC. 
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Iti rOlM TO SPOXSOKS for 20 August 



Agencies against 
net iron curtain 



Bates again tops 
TvB spot tv list 



Publicity-wise 
Ford rides again 



National spot 
has "hot" July 



52% tv homes 
in Canada 



Canadian radio 
audience up 



What 1 s the No. 1 frustration bedeviling New York ad a gency executives 
concerned with network tv? SPONSOR polled a number of programing 
heads in leading agencies and found it was what was described as a 
l ack of openboard inf ormat ion from the tv networks. The gripe: 
When a period becomes available, the network's programing masterminds 
pinpo int the accounts they would prefer most and pitch accordingly. 
Not until such possibilities have been exhausted, is the information 
passed on to the network's sales department for o pen solicitation. 
Complaining executives say this pract ice forces them to spend valuable 
time "beating the bushes" to find what's going on around the networks. 

-SR- 

TvB ' s agency " shuf f leboard" — showing the t op spenders for tv spot — 
ranks Ted Bate s a s No. 1 for the second quarter of 1956. McCann - 
E rickson moved into second place from its third position for the 
initial quarter of this year. Y & R was t hird this quarter, and 
Leo Burnett, which was previously in the second slot, was next to 
Y & R. Next 6 leaders, in order were B & B, BBDO, Dancer-Fitzgerald- 
Sample, Compton, JWT and Esty. Y & R's fast surge during past 2 
quarters has been due to spot expenditures on P & G's Spic 'n' Span 
and GF's Jell-O. Package goods agency Bates heads list for third 
consecut ive quarter. 

-SR- 

In the field of ins t itut ional promotion the Fcrrd Motor Company is 
ever the v irtuoso . Take the latest episode in this respect . Ford ' s 
in the market for still another network sho w (plus "Ford Theatre" and 
"Star Jubilee"). Show-wis e Ford's two agencies, JWT and K & E, rate 
among the top. To rest the quest there would just be routine. So 
Ford proceeds to collect loads of free space and at the same time 
making millions of viewers participants in the outcome by announcing 
that it ' s open to ideas from everybody. 

-SR- 

Several reps report this has been "hottest " summer for national spot 
radio in several years. While units of sale haven't been uncommonly 
substantial, bookings have been steady and mounting. One major rep 
stated that his accumulated radio billings for July were three 
times what they were for same month in 1955. 

-SR- 

Canadian tv home saturation has passed half-way mark. Canadian 
Broadcasting Corp. estimate as of 1 July is 52%. With 35 stations 
on air in 33 markets, 86% of Canadian households are covered by video 
signals . With s tat ion growth slowed, set sales are down in 1956 , 
however. Canadians are await ing recommendation of Royal Commission 
on Broadcast ing which is expected to urge end of one-stat ion-per- 
market policy of government. For details, see SPONSOR'S 1956 issue on 
Canadian radio and tv. Issue , bound separately, is published 
simultaneously with this issue. 

-SR- 

Despite tv, more Canadians tuned in radio during average daytime 
hour in 1955 than 1950. While percent tuning was down slightly (22.9 
to 22.3%), greater number of homes upped actual audience per hour 
(733,000 to 828,000). Data was gathered by All-Canada Radio facili- 
ties, one of top Canadian reps, from Elliott-Haynes ' telephone 
coincidental audience measurement service . 
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WPEN 




THE HIGHEST 



RATED STATION 




PHILADELPHIA 



five days a, weeltL . . and all day Saturday, too* 




PULSE January -February • March- April • May-June '56 
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REPRESENTED NATIONALLY BY GILL-PERNA, INC. New York, Chicago, Los Angeles, San Francis. 
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ARTICLES 



DEPARTMENTS 



10 iriufrr headaches yon ran start to lick now 

How to plan now against such possible mid-season problems as: The show's 
a flop, star gets sic It, commercials don't sell, etc. First of two parts 



What 25 years on the air tauyht Campbell's 

In its quarter century as a radio and television advertiser, Campbell Soup has 
sponsored 51 network programs. From this comes today's approach to air media 



So you're f/oiiif; fo ni€*c*l in a wooded nook? 

Trend toward agency planning for the future necessitates informal atmosphere 
for easing day-to-day tensions. Here's how a number of companies and agencies 
get true planning perspective — and how you can do it, too 
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AGENCY AD LIBS 

AGENCY PROFILE, D. D. Stauffer * 

FILM NOTES 

49TH & MADISON 

MR. SPONSOR Charles Kreisler 

NEW & RENEW 

NEWSMAKERS 

NEW TV STATIONS 

P.S. 

RADIO RESULTS 
ROUND-UP 
SPONSOR ASKS 
SPONSOR BACKSTAGE 
SPONSOR SPEAKS 
TV COMPARAGRAPH 
TIMEBUYERS 
TOP 20 FILM SHOWS 



II f if if rfiffio ffiif for Kitty's wines 

After only two weeks on WPEN, Philadelphia, this wine company experienced 
a 43% sales jump. One reason: audience recall of commercial personality 



lff*/i.s; Tin* eyes fitiff ears of national advertisers 

Mod ern reps have facts and figures for buyers seeking market information. 
Projects by Katz Agency and Peters, Griffin & Woodward are reviewed 



»S|>otf tr spending up S\>.000,000 

Spot tv spending for the second quarter of 1956 is up $5,000,000 over amount 
of first quarter, despite cutback by major automotive manufacturers 
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fVrf'iuiif on if S'nliiirs: Why Lunrin thinks f/ifi/ ini.v 

Men s toiletry concern hosts convention commentary shows via six-station hookup 
La nvin feols that politically conscious men are socially alert 



COMING 



\etwork proyram rosf (retuls 

Next issue, loot for review of not program costs and upcoming trends. 



it >SV|> 



Liekiny winter heniloches uoir 

Conclusion of this two-part series will app'Mr in next issue. You'll find five more 
tips on how advertisers can solve air media problems before winter 



it Sep 



Editor and President: Norman R. Glenn 

Secretary-Treasurer: Elaine Couper G'e 

Vice President-Gen I. Manager: Bernard 

Executive Editor: Miles David 

Managing Editor: W. F. Miksch 

Senior Editors: Alfred J. Jaffe, Evelyn Kor 
Jane D. Pinkerton 

Assistant Editors: Robert S. Solota re L 
Morse, Joan W. Holland, Erwin Ephren 

Contributing Editors: Bob Foreman, Joe C 

Art Director: Donald H. Duffy 

Photographer: Lester Cole 

Advertising Department: Advertising 
Arnold Alport- Charles W. Godw'\ 
York Headquarters: Kenneth M. Parker, 
west Manager; Edwin D. Cooper, We i 
Manager; Jean Enqel, Production Maria 
Charles L. Nash, Marilyn Kramelsen, Ge 
Bee ker 



Circulation Department: Beryl Bynoe, 
scription Manager; Eml y Cutillo, June K 

Office Manager: Catherine Scott Rose 

Accounting Department: Laura Oken, L 
Fazio 

Secretary to publisher: Carol Gardner 



Published biweekly by SPONSOR PUBLICATIONS 
combined with TV. KxcciitlTc, Editorial CirculiUocw 
AdvertlsiiiR Offices: 40 K. 49th St. (49th A Mi 
.New York 17, N. Y. Telephone: MUrray Hill « 
ChlrnKo Office: lfll K. Grand Ave. Phone: SCr 
7 9Xf>3. Los Anceies Office: G0S7 Sunset Boul* 
Phone: Hollywood 4-8089. Printing Office: 3110^ 
Ave . llaltlmorc 11, Md. Subicrlptlon : Unlttd 
$^ a year. Canada and foreign $9. Slwrle copl* 
Printed In I'.S.A. Address all correspondence * 
K. 49th St.. New York 17. N. Y MTTrray Kill J" 
Copyright 195G. SPONSOR PUBLICATIONS INC 




out in front . . . 

LOCAL ADVERTISERS 
PREFER WFIL-TVP 

For local announcement schedules, they buy WFIL-TV 

21% MORE than Channel B 
111% MORE than Channel C 

LOCAL ADVERTISERS— WHO KNOW THE 
MARKET BEST- PREFER WFIL-TV. 

* Broadcast Advertisers Reports, May, 1 956 




WFIL-TV 

PHILADELPHIA, PENNSYLVANIA 

CHANNEL 6 

ABC-TV ♦• BIAIR-TV 



operated by: Radio and Television Div. / Triangle Publications, Inc. / -46th & Market Sts., Philadelphia 39, Pa. 



WFIL-AM»FM»TV, Philadelphia, Pa. / WNBF-AM.TV. Binqhamton, N.Y./ WMGB-AM. Harrisburg, Pa. / WFBG- AM«TV. Altoona. Pa. 



CASE HISTORY— RADIOSTATION 



KSLR 

BUYS 

KBIG 



Most ladio Minion salesmen t;nn mk 
toss stories Iroin fomented ad\ ei 
tiscis. hut klil(. ( atalina believes it 
has the hist glowing testimonial fioin 
;i hi and new (ategoi \ of business: 
anothei radio station! 

KM.R began operations this summer 
in 0(eanside. California and bought 
a schedule oi .'*0 spots on KIU(» to 
announce its drhiil. 

"B\ the time we came on the air, it 
seemed that e\ei\one in northern 
Vin Diego (.ounl\ knew all about us" 
wiites KSLR manager W. | Ia\loi. 
'We're hap]>\ to sa\ that we are now 
sold out. with no time ,i\ailable. 
Ue'ie so giateiul toi the initial push 
kNI(» has gi\en us." 

Local \d\eitiseis do a tine job on 
kSI.R and similai stations. San Diego 
area luhcrliseis (San Diego Com en 
lion and lotnisi P.uieau. Roln \ii- 
(iatt, Jai Mai (.ames. kelh's ol 
( )( eanside, nr-n's i ui nishings, (.ali 
ente and I )el Mai i aces) who wan t 
theii message to rea( h all eight 
Southern California counties, ( 011- 
tinue to use KKIC . . . ()nl\ inde- 
pendent poweiiul enough and popu- 
lai enough to icgister in stii\e\s at 
all three niajoi Southern California 
met lopolilan a i eas I .os \ngeles 
San Diego San liei nardino, at low- 
est < ost -pei ■ thousand. 





\J/ KBIG 



The (a latino Station 
lO.OOO Walls 

ON YOUR 



Ol* L 




JOHN 

6540 8u 



POOLE BROADCASTING CO. 

naat Blvd.. Loi Angtlti 28. California 
r*l*phon* HOIIywood 3-3705 



Nah Rep. WEED and Company 





fwerald S. Seskhi. Allenger Advertising, Brook- 
line, Mass., trlls sponsor that "radio seems to be 
strong and getting stronger. Jerry, who's media buyer 
at the agency, continues: "The best Boston buy 
priceivise and result wise seems to be in combina- 
tion news-weather broadcasts and saturation of 
time signals or station breaks. I feel that saturation 
is best defined with reference to combinations 
of stations covering the market. Another uphill 
trend may be seen in women s shows, which are 
becoming stronger. This indicates a tendency 
toward the housewife's increasing control over the 
family budget. In line with this trend, price per 
announcement on most women's shows is climbing, 
too.*' He concludes with the fact that radio time 
is sold more than ever before "with direct reference 
to a personality." rather than in statistical terms. 





Salltf Allen* Cotham-i'ladimir Advertising, Xcw 
York, who's an account executive for The 
Lutheran Hour, says, "The media objective of 
The Lutheran Laymen's League is to make its 
program available in as many localities as possible 
at the least cost. Of the broadcast media, net- 
work radio is the one that can best fill these 
requirements. Of course" she goes on. "we are 
dealing here, as in all religious broadcasts, with 
a specialized communications problem- one in 
which many of the audience seek the program 
rather than vi< e versa. It is possible, however, 
that the same basic situation may exist at least 
partially in other fields and that the test criterion 
of signal availability has been insufficiently 
appreciated in the glamour of ratings." 



Uleh Crossett* Axelson Advertising, Salt Lake 
Citv, I tah, is an account executive who buys 
radio for saturation impact using seven announce- 
ments per day, seven da\s a week in markets 
such as Salt Lake City. "At Axelson" Dick tells 
us, "television is bought on a selective basis, 
using all three Salt Lake City stations." Buying 
most of the tv for his beverage account from 
May through early September, Dick is loud in 
his praise for the "splendid service that the agency 
gets from air media salesmen and Vm partic- 
ularly grateful because they are generally so good 
about notifying us when better time slots open 
up for commercials." Dick concludes that with 
air media salesmen on their toes with this infor- 
mation, the buying process is eased to a great extent. 



() 
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SHREVEPORT 

Makes Sweet Music to SUGARTOWN! 




WKH reaps a big portion of the sugar-cane country in 
its 80-county daytime SAMS area — an area 
containing nearly 2 million people, and hun- 
dreds of towns, farms and villages like Sugar- 
town (La.). 

.nd in the sweetest market of all — Metropolitan Shreve- 
port — March, 1956, Pulse figures show 
KWKH leading in 26 daytime quarter hours, 
against 21 quarter hours for all other stations 
combined! At night, KWKH leads in ALL 18 
QUARTER HOURS! 



.WKH delivers 22.3% more daytime homes than all 
I the six other Shreveport stations combined! 

The Branham Company has the figures. 




KWKH 

A Shreveport Times Station 

I TEXAS 



SHREVEPORT, LOUISIANA 



| ARKANSAS 



Nearly 2 million people live within the KWKH day- 
time SAMS area, (Area Includes additional counties 
In Texas. Oklahoma and New Mexico not shown In map). 



50,000 Watts • CBS Radio 



The Branham Co. 
Representatives 



Henry Clay 
General Manager 



Fred Walkins 
Commercial Manager 
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RADIO KPQ GETS 

Results 



BBS 




TO 




And We Challenge 
All Other North Cen- 
tral Washington 
Media To Disprove 
Us! 

Yes, that's a strong state- 
ment, but we are prepared 
to back that claim to the 
hilt .... with money on 
the line. 

So if you're buying — or 
plan to buy — the heart of 
Washington State, why 
waste money testing? Use 
the ONE MEDIUM that pro- 
duces 2 to 1! Use KPQ 
Wenatchee. 

AN ABC NBC AFFILIATE 




WASHINGTON 



REGIONAL REPRESENTATIVES 

Moore and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

For joe and Co., Incorporated 

(One of (he Biff 6 Forjoe Represented 
Stations of W.ishinRton State) 







by Bob F or email 
YViiitfotr on disaster — tv and the Andrea tforia 

On Wednesday. 25 July, television suddenly zoomed out 
of a summer lethargy replete with reruns kincs. and low 
budget interview program*, to heconie what it has alway> 
been in potential at least — the most dramatic, graphic and 
immediate form of communication as yet devised hv the mind 
of man. 

Unforl uuately, it took the terrifying Andrea Doria dis- 
aster to cause the transformation. 

Although I witnessed only a fraction of the tv coverage of 
this storv. I believe I had first-hand reoorts on what I missed. 
Hence when I refer solely to the special CBS telecast of 
Thursday, 26 Jul), at 10:30 p.m., I do so. realizing that some 
great reporting had taken place both before and after Doug- 
la* Edward* delivered hk program — including other net re- 
port*. None. liowe\ er. I feel certain, eon Id have topped 
Edwards and his CBS new- staff in -killful handling their 
restraint, their technical finesse, and their speed. 

CBS, in addition to its regular news coverage, cleared the 
additional half-hour to do\ ote to the disaster — a laudable 
move in i t*el f . 

The program consisted o f three basic parts — Doug Ed- 
ward* li\e on camera in his news-*et doing the eonnnentarx 
quietly and devoid of phony histrionics. A great example of 
this style of reporting, all the more appropriate when a dis- 
aster of this magnitude is the subject, was hi- short and 
pathet ic request for help in the identification of the little 
Italian gi rl ho*pita lized in Boston. I nlike the traditional 
radio news >pieler who rants and raxes and appears as lugu- 
brious a> Digger ()T)ell ( Remember him?) even when an- 
nouncing Dodger defeat*. Douglas Edwards spoke from the 
heart. lie *ounded like what he is — a human being and 
father of three children. 

Secondly, there was the film speeiallx made for the pro- 
gram for which Ed wank had been down \ia helicopter over 
the sinking (and abandoned) ship. The drama of seeing and 
hearing him. over the roar of the rotor, then cutting to the 
foundering vessel was tremendous. When she finally keeled 
oxer on her side and slid beneath the water, leaving a huge 
bubbling wake alive xxith debris, a shudder mihl have 1 gone 
through every xiewer a> it did through me. I could not help 
but think of the tremendous impact of thk scene on television 

{Please turn to page 655) 
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24 HOURS EVERY DAY 
FEATURING 




fl 

-Hue 



Disc Jockeys Wes "Ginger Stack" 
Bowen, "Wacky" Jack Warren, 
Raymond "Of the Many Voices 11 
Briem, Ed "Beetlebrow" Black, 
and Paul "Interviews 11 Droubay . 

The call letters are different. The 
programming is different. But that 
5,000 watt power and super sig- 
nal of 570 kilocycles remain the 
same. 

RADIO STATION KUTA 

IS NOW KLVE 570 

Broadcasting from new studios on 
entertainment row in the heart of 
downtown Salt Lake City, KLUB's 
super signal rolls out over moun- 
tains and valleys covering Utah 
and Intermountain America like a 
tractor. The traveling salesman 
says that no matter where he goes 
in the area he is able to pick up 
KLUB 570. Car dealers in Utah say 
that KLUB 570 is the number one 
pushbutton choice. And pilots favor 
KLUB's heavy penetration signal 
to home in on to Salt Lake City. 

MUSIC, NEWS, AND SPORTS 

emanating from KLUB 570 have 
captured the fancy of the radio 
listening audience in Utah and 
Intermountain America. Every- 
body's joined "The KLUB." 





Contact your George P. Hollingbery man today for 
details. Offices in New York, Chicago, San Francisco, 
Los Angeles, Atlanta, Seattle, Detroit, Minneapolis 







o 



Salt Lake City, Utah 
Formerly KUTA, established in 1938 
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ONE WILL DO! 



You bag the biggest game in Columbus and 
Central Ohio with just one station . . . WBNS 
Radio. No need to scatter your shots, WBNS 
delivers the most (and the best) listeners . . . 
twice as many as the next biggest station. 
With 28 top Pulse-rated shows, WBNS puts 
push behind your sales program. To sell Cen- 
tral Ohio . . . you've got to buy WBNS Radio. 
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MADISON 



sponsor invites letters to the editor. 
Address 40 K. 49 St., New York 17. 



LOCAL RADIO 

Mam thanks for the . . . ston on 
"Personalities." ("How to get the most 
out of a loeal radio persona litv." 23 
July 1956. page 301 . 

1 think this is one aspect of the radio 
business that requires much more at- 
tention than it has been given in the 
past. 

Fhkd S. Hf^wood 

Sales Promotion Manager 

CBS Radio Spot Sales. V. Y. 



SCOOPS FOR SPONSORS 

I'm sure that your magazine doesn't 
want to become involved in any inter- 
station rivalries but I feel that some 
omissions in your story. "Scoops for a 
sponsor." 23 Juh issue, should be 
called to \ our attention. 

A* \our ta« line stated, the public in 
Milwaukee does love quick airing of 
on-the-scene new s. How ever, it w as 
station WHIT that was the first to insti- 
tute the use of not one. but two. 
mobile news units in Milwaukee. It 
was again WRIT that was first on the 
scene of the Duplainville train wreck 
and first with a broadcast. 

The idea for "Operation Ballot" was 
also originated by WRIT when the 
writer contacted Jerry Duiipln of 
\V\L\ suggesting that a pooled cover- 
age for the election might be the best 
idea. 

I'm sure that sponsor had nothing 
to do with these omissions: but as 
former news* dim-tor at W HIT I'd err- 
tainU like to keep the record straight. 

Dick Richmond 

\eies Director 

KTSA* San Antonio, Tex. 



CBS FOR CENTRAL OHIO 

Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars ta spend. 





radio 

COLUMBUS, OHIO 



ABOUT ODD TV TERMS 

We are planning a booklet for our 
members on tv. \s \ on probabh know, 
this will he introduced to Australia 
through four station outlets — two in 
S\dney and two in Melbourne ver\ 
early in September. 

[ Please turn to page 11) 
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Things are moving faster than ever in the Capital these 
davs. Driiu store sales ha\ e rea< lied an all-time high, mak- 
iii**; Washington ihe Sth largest market in this (ate<>or\. 

Retail drug sales in Washington ha\e i isen \{V\ } in just 
five vears and are now close to SI 00, 000,000 annually . . . 
signilu anth »ieaier than those in other leading metro- 
politan markets like Pittsburgh, St. Louis and Cle\ eland! 

Advertisers of drug store products have paialleled this 



lume growth in sales h\ imestnm more than e\er in the 
media dial sell the Capital best . . . WRC and W R(. 1 V, 
Washington's lead") slit f) stations. In a llnec \eai pumd, 
drug ad\ ert iscrs* billings on these stations .ne up a heallhv 
7. W > ( \V And lor the Inst quartet ol this \ear, die\ weie up 
still anothei '27.7% o\er last yen's! 

I>e< ause these stations keep (h ug store piodiu Is nio\ ing in 
ineatei \olume, moie and moie ad\eiiiseis aie "oim> 

o O O 

with the biuuest nulls in Washington's sellinu boom . . . 






AND 



.WRC -TV.. 



SOLD BY 



NBC LEADERSHIP STATIONS IN WASHINGTON, D. C. 




SPOT SALES 



men aiming at a nationwide market on the mo 



Chrysler's Dodge Division and its agency, Grant Advertising, Inc., 
are Sold on Spot as a basic advertising medium. 

When Dodge wants to tell all about its smart new look and 
superior performance, Spot Radio is chosen as the best 
way to reach a huge concentration of prime prospects. And 
nil ten radio stations represented by NBC Spot Sales are 
chosen to do the job in their markets. 

Here is Dodge's "one-two punch" logic: 

1. The best prospects for new cars are owners of old cars. 



2. With 35,000,000 cars now radio-equipped, Radi 
only Radio — is "built-in" to sell car-owners. 

W. D. (Pete) Moore, Dodge Division's Assista 
Manager in Charge of Advertising and Sales Pr 
sums up for Spot Radio: 

• "Spot Radio is essential to any balanced, over 
motional or advertising effort. " 

• "Spot allows you to reach a large market quic 
in many cases to saturate that market rapidly, 




Left to right : James A Brown. 
Mecfia Supv., Crant Advertisiri 
Inc.; Arnold Thomson, Adv 
Mgr., Dodge Oivision, Chrysler 
Corp.; W. D. (Pete) Moore. Asst 
Sales Mgr.. in Charge of Adv 
and Sales Prom.. Dodge Dm 
sion, Chrysler Corp.. William B 
Buschgen, Radio Sales Mgr., 
Oetroit Div., NBC Spot Sale' 
Myers B. Cather, V. P. and Acct 
Exec, Ciant Advertising, Inc.. 
Jack W. Minor, Vice Pres. in 
Charge of Sales. Plymouth Divi- 
sion, Chrysler Corp. (formerly 
Gen. Sales Mgr . , Oodge Division, 
Chrysler Corp.) 












I advertising message." 

Vith greater suburban growth, and increased use of 
| for commuting, Spot Radio in early morning and late 
jrnoon now reaches a greater audience than everbefore" 

Our own sales of car radios indicate that this trend 
continue to grow!" 

ge reaches its best prospects — in the mood and on the 
e — with Spot Radio. Let us show you how you can 
d your sales in these 15 major markets: 



Nciv York 
Schcticcta dy- 
Albany-Troy 
PhiUx dclphia 
Washington 
M ia m i 
Buffalo 



WRC A, WRCA-TV 
WRGB 

WRCV, WRCV-TV 
WRC, WRC -TV 
WCKT 
WBUF 




Louisville 
Chicago 
St. Louis 
Den vcr 

Scat tic -Tacoma 

Los Angeles 

Portland 

San Francisco 

Honolulu. 



WAVE, WAVE-TV 
WMAQ, WNBQ 
KSD, KSD-TV 
KOA, KOA-TV 
KOMO, KOMO-TV 
KRCA 
KPTV 
KNBC 

KCU, KONA-TV 



i 




WJTV 

JACKS OA/ 




in the heart of 
Mississippi 



JACKSON 



¥ 
¥ 



FIRST in vi(>w ° rsl,i p wjtv 

lends in ]'22 of t lie week's 

K»s qnnrter hours, t "> PM to 11 P^I 

Monday tlirouyli Sunday (that's 
72 r '< ! ) 

FIRST in l> ro tf rjl,llinm £ WJTV 

lias the first <> of the JO 
highest rated weektv shows 

FIRST *hivtwne "iiee a - week 
show s 

FIRST IU mn,ti wt't'kly network 
new n show 



FIRST '" " ,lllti W(,(4 H V 1(H * n l «<^vs 
and went tier shows 

FIRST '" " " u<,(, kl> daytime 
■dinu s 



T 



• f i <mi I *n \<r dat I'd June 1 7 



WJTV 



CHANNEL 

12 



CAPITOL P» l.'O \ I )( ' \ ST 1 \< ,* COMPANY 



JACKSON 



M I S S I S S I P P I 



THE KATZ AGENCY 



49TH AND MADISON 

{Continued from page ]()) 

\lthough tjuite a number of oui 
people ha\e alreud\ been to the I nited 
Mates, there are still main who know 
little of the new medium and even less 
of its rather odd terms. To help these 
people over this new stile, our booklet 
will include a glossary of appropriate 
terms. \our magazine seems to ha\e 
put these words together most effec- 
tively. I wonder if we might have \our 
permission to make some extracts. 

Consequent!}, we would like to run 
\ our "Diar\ of a tv commercial/' which 
appeared in the 9 Januar\ issue. May 
we do this. . .? 

Joins U. Hi M 1*1 1 KEY 

Federal Secretary 

Australian Assoc. of Advertising 

Agencies 
Sydney. Australia 

• SPONSOR is happi tn praiil |»t*r minion in 
HfiiJiT 1 1 ii ni|i Ii r<*y . 



FALL FACTS TURNABOUT 

1 do not know the source of vour 
information on page UUJ of the Fall 
Facts Basics issue tliat our station 
KT\ \ r Austin, is an affiliate of the 
Sombrero Network. 

This is not correct. . . KTXN is affili- 
ated with the National Spanish Lan- 
guage Network and the Texas Spanish 
Language Network as correctly listed 
on page 190 of the same issue. 

Robert N. Pixkekton 

/'resident 

liadio KTX.W Inc. 



BUYERS' GUIDE 

I note in your master listing of tele- 
\ ision stations that \ou do not include 
our satellite. kMYI-TV. This station, 
owned and operated b\ the Mani Pub- 
lishing Co.. is located at Wailuku. 
Maui, and has been on the air since 
November of 1 955. 

I note that we are not included in 
am of \our categor\ listings. For 
example, the special appeal section. I 
am wondering if we ha\e recei\ed a 
questionnaire to this rfTect and have 
failed to return it? 

Jim Sim.\( i:k 

i\at'I. Sales Manager 

koxA-rr 

Honolulu. Hawaii 

• III \ 1 US* CI 11)1 <|iir*t inn miln-H u ere «.<*lil to 
i-h rinliti iiih! t\ »t;iti<»n« in tin* V. S., it* t«*rri- 
I t»ri«-H ii n tl C ii mimI, i. OiH'viioitii jiir<*H for tlir 1 **7>7 
II Mils* (A 1 111 In- iiiiiiliMl to all •.(attun* 

rarly in 0» tnlirr, 1 *>~6. 



in the palm 
of your 
hand... 





The Surefire Method 
of Boosting Sales . . . 



... in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV,Roseburg,give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's 5th largest market . . . 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your Hollingberry 
man, or Moore and Lund 
(Seattle-Portland). 



• reaching 
Oregon's rich 
2nd Market 

* » 

... ; . . , in the 
heart . . ..of the 

♦ » ^ "jt * • 

nation's timberland 

" r i m t 

" • .-/"X. - : -' * 

KVAL-TV 

w ■ • «* 

•EUGENE -. CHANNEL 13 

' \ * * *^ K 

KMC - T V 

ROSEBURG - CHANNEL 4 
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The top three 

are on 2 



All three of New York's top three 
feature film programs are carried on 
wcbs-tv, channel 2. 

THK late snow is number one . . . 
THE EARLY SHOW is number two . . . 
THE LATE MATINEE is number three. 

Chances are this record will stand 
unbroken for a long, long time . . . 
because wcbs-tv has signed up two 
hundred and eighty more big films 
from the studios of Warner Brothers, 
Republic, and Columbia Pictures. 
The list of titles includes : 

The Maltese Falcon 
The Life of Emile Zola 
Arsenic and Old Lace 
The Fighting Seabees 
Watch on the Rhine 
You'll Never Get Rich 
Little Caesar 
Christmas in Connecticut 
Pennies from Heaven 
George Washington Slept Here 
Flamingo Road 
Penny Serenade 

These hits and many more will soon 
have their first New York telecasts on 
wcbs-tv — the station which (with 
good reason) wins the largest average 
audience in New York day and night. 

Source: Nielsen, June 1956, Mun.-Fri. art ratu rat mo 




THE LATE SHOW 




THE EARLY SHOW 




THE LATE MATINEE 




1 4_ 




New York • CBS Owned 

Represented by CBS Television Spot Sates 



DOMINANT 
COVERAGE 

(Unduplicated) 




All of upper 

NEW YORK 

and 

VERMONT 

with the plus of 

MONTREAL 




HOAG-BLAIR CO. 

Notional Represenlotives 
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by William R. Goodheart, Jr.* 
Loohiny bavhtcavtl IS years at show business 

When I was asked to write this guest column, it was sug- 
gested that I compare show business as it was 15 years ago 
and as it is today. 

On the surface, that doesiiT appear to be such a difficult 
task. The difference hetween 1911 and 1956 is basically one 
thing: Television. 

Fifteen years ago. there wa? no television to speak of. Sure, 
there were several thousand sets in operation, and some net- 
works actually were beaming programs, but it was all in the 
experimental stages. At that time. I was exeeuthe vice presi- 
dent of Music Corporation of America. I vividly recall how 
all of us "knew"" that television was **just around the corner"* 
in those days. But we had been saying that for 10 years, and 
somehow it had lost its edge. 

In the earlv l91CTs, show business in thi- country was as 
hot as the war overseas. The different mediums had learned 
to live with each other quite profitably. Motion picture* and 
the legitimate theater enjoyed a common boom as people 
sought to escape briefly the stark realities of the war around 
them. Dance bands, playing the theater circuits, were still 
riding the wave of prosperity that had made them the top box 
office attraction at the turn of the decade. 

Radio, especially, had achieved new heights. It was a me- 
dium that had built tremendous audiences for comedians, quiz 
shows, dance bands and singers. Radio had "made"" people 
like Jack Benny. Fred Allen, Kay Kyser, Ralph Edwards and 
a raft of others. But in 1910, radio rose to new pinnacles of 
distinction. It proved its real worth as the ominous pounding 
of marching feet echoed through the world. The very foot- 
steps were transmitted instantaneously to Americans in 
drama-packed radio broadcasts. W ho can forget the broadcast 
speeches by Hitler as he cried out for Lebensraum? Do 
you remember ihose radio flashes on December 7. 1911? That 

• 

was a new kind of radio coming into its own. The>e were the 
\ears that radio grew far beyond entertainment and simple 
news reporting. Radio became the ears of the world. News 
commentators counted their audiences in tens of millions. 
Then* was that vital realism about radio that newspapers 

* Curst columnist "Hilly" Goodheart, Jr., who is substituting for spo\sok\ 
regular. Joe Csida, during his illness, has recently joined .\ HC in an executive 
capacity. Goodheart has been associated with the entertainment field for almost 
a quarter century* is credited ivith discovery of many stars. 

(Please turn to page 61 j 
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Ousfc l/ke downtown 



Colossal ! 

It's "Boston Movietime," a bright new programming 
concept, scheduled daily, 4:45-6:30 PM, over WBZ-TV, 
reaching Mom, Dad and the kids. All of 'em. 

Mainstay will be WBZ-TV's new Warner Brothers 
, package of features, like "Sergeant York," "Life of Emile 
Zola," "Adventures of Robin Hood," "Johnny Belinda." 
With stars like Gary Cooper, Bette Davis, Errol Flynn, 
Jane Wyman, Paul Muni. Big deal. First time on TV, too. 
I "Boston Movietime" will start off with those utterly 
incomparable cartoons, build through Selected Short 
Subjects with Leon Errol, Edgar Kennedy (just like 



downtown) to the big Warner Brothers pictures. 

Promotion? Naturally. Newspapers, car cards, cab 
covers, contests, on-the-air spots, the works. All of which 
means more families in a happy movie party mood, 
settled and set to stop, look and buy. 

Bring your own popcorn. We'll bring the folks. And 
Herb Masse, WBZ-TV Sales Manager, he's at the partici- 
pation box office: Algonquin 4-5670, Boston. Oh yes, 
A. W. "Bink" Dannenbaum, WBC VP-Sales, is operating 
the New York ticket window at Murray Hill 7-0808. 
Get 'em while they're hot. 



In Boston, no selling campaign is complete without the WBC station . . . 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

TELEVISION 



RADIO 
BOSTON WBZ+WBZA 
PITTSBURGH — KDK A 
CLEVELAND — KYW 
FORT WAYNE — WOWO 
PORTLAND— KEX 



BOSTON WBZ-TV 
PITTSBURGH— KDK A-TV 
CLEVELAND KYW-TV 
SAN FRANCISCO KPIX 



{Support The Ad Council Campaigns! 



KPIX REPRESENTED BY TmE KATZ AGENCY INC 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN WOODWARD InC 



spo:ssok 
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SPECIAL BULLETIN! 



TO: ALL FAST MOVING ADVERTISERS 

RUSH'. URGENT 1 CODE 3 IS RATING HIGH -- SELLING FAST'. FIRST RELEASED 
ON WEST COAST ONLY, CODE 3 IS #1 SYNDICATED FILM IN SAN DIEGO: 
27. *4 -- #1 SYNDICATED FILM IN LOS ANGELES: 1 6 . 9 - TOP-RATED IN TIME 
PERIOD IN PORTLAND: 17.8; SACRAMENTO: 1 6 - 5 ; SEATTLE: 22-7; SAN 
FRANCISCO: 1 2. 3. STARTING SOON IN MANY OTHER PARTS OF THE COUNTRY 
FOR STROH BREWING, DINING CAR COFFEE, CROSLEY BEND IX, MILLER 
BREWING AND OTHERS. CHOICE MARKETS DISAPPEARING FAST. 



THIS IS YOUR SIGNAL FOR ACTION. 





a new concept in TV realism 

. . . gets into the heart as well as the h o m e 

r 





COMMUNITY THREATENED BY 
JUVENILE GANG WAR 



On* f«i*ls I.e*s*T Term 

Ward drew four yeai * v 
0,00^ fin-- ^ >m Jud^e 





Gripping dramas based on real- 
life police cases which made front 
page news — taken from the files 
of the world-famous Sheriff of 
Los Angeles County, Eugene W. 
Biscailuz, creator of many firsts in 
law enforcement. 

•1,500 man organized reserve 
•Volunteer mounted posse 

• Aero squadron 
• Police radio cars 
• Honor system prison farms 
•Youth rehabilitation centers 



Phone, write, wire ABC Film Syndication, Inc. 



Sold! Sold! Sold! Prior to release 
Liebmann Breweries, Inc* 

Signal Oil 
National Biscuit 

Many choice markets still available 



CODE 3 



top-priority emergency code — 1 signal for 
flashing lights and screaming sirens — races members 

of the Sheriffs Department into action! 



CODE 3 



— bringing the headlines to life with stirring 
realism — reaching into the pocket book via the heart! 

A top commercial vehicle for any product or service! 



new show in years 

Executive producer: Hal Roach Jr. 

Producer: Ben Fox 




ast 44th Street, New York City • O.Xford 7-5880 




Which Kansas City radio station 
is getting the lion's share of 

national business? 




H1B 



♦ ii 



10,000 WATTS, 710 K.C. 



X 4 * c 




The same station which is getting the lion's share of listeners! — WHB 

The buying action of these and other national advertisers, 
and their advertising agencies, is the most graphic kind of 
confirmation of the power and the dominance indicated by 
WIIB's audience-share superiority. Talk to WHB General 
Manager, George W. Armstrong, or the man from Blair. 



**** 



ANACIN • ANSCO FILM • ALLSTATE INSURANCE COMPANY • B. C. HEADACHE POWDERS • BAYER 
ASPIRIN o BAKER'S HAIR TONIC • BUDWEISER BEER • BUSCH BAVARIAN BEER • DR. CALDWELL 
CAMEL CIGARETTES o CARLING'S RED CAP ALE • CHESTERFIELDS • CLARK CANDY COMPANY 
CLARK SUPER GASOLINE • CONTINENTAL AIRLINES • CONTINENTAL TRAILWAYS • COPPERTONE 
LOTION • DAFFODIL FARM BREAD • DODGE TRUCKS • DRANO • EX LAX • FORD MOTOR COM- 
PANY • GRIESEDIECK BROTHERS BEER • GENERAL MOTORS ACCEPTANCE CORP. • GOLD MEDAL 
FLOUR • GOETZ BEER • HOUSEHOLD FINANCE CORP. • IMPERIAL MARGARINE • INSTANT MAX- 
WELL HOUSE COFFEE • INSTANT SANKA • JELLO • KOOL-AID • KRAZY KORN • KROGER STORES 
L & M CIGARETTES • LIFE MAGAZINE • LIPTON TEA • M.G.M. PICTURES • MAPLE DEL SYRUP ? 
MILLER BEER • MILNOT • NASH CARS • NUMBER SEVEN POLISH • OCEAN SPRAY • OLD SPICE ) 
PACKARD CARS • PALL MALL • PEPSODENT TOOTHPASTE » PRINCE ALBERT TOBACCO • RAINDROPS j 
READER'S DIGEST • RHEEMAIRE • RYBUTOL • SALEM CIGARETTES • SANTA FE RAILROAD • SARAKA 
SATURDAY EVENING POST • SEITZ PACKING COMPANY • SIMMONS MATTRESS • SIMONIZ (BODY 
SHEEN AND KLEENER) • SINCLAIR GASOLINE • SLENDERELLA • SLUMBERON MATTRESS • SUNKIST 
FRUITS • SWIFT FROZEN FOODS • HERBERT TAREYTON CIGARETTES • TOP VALUE STAMPS • TURTLE 
WAX • UNITED AIRLINES • VEL SOAP • VICEROY CIGARETTES • WESTINGHOUSE • WINDEX 
WISK DETERGENT. I 



Latest! 
Metro Pulse 

WHB first all day 
and night. WI1B 
first 360 out of 360 
hours. In and out 
of home, Mon.-Fri., 
6 a.m.-midnight. 




Minneapolis-St. Poul 
Represented by 
Avcry-Knodcl, Inc. 



Latest! 
Area Pulse 

WHB 1st all dav. ■ 
WTTR 1st 263 out 
of 288 Vi hours. 25 
second place J/j/s, 
none lower, Mon.- 
Sat., 6 a.m.-mid- 
night. 



Latest! 
Area Nielsen 

WHB first all day 
and night with 
42.7',; share of au- 
dience. WHB first 
every time period. 
Mon.-Sat., 6 a.m. -6 
p.m. 



Latest! 
Hooper ? 

WHB 1st all day 
with 45.6'< share 
of audience. Mon.- i 
Fri., 7 a.m. -6 p.m., 
Sat., 8 a.m. -6 p.m. 



"THE STORZ STATIONS" Todd Storz— President 



KOWH 

Omaha 

Represented by 
H R Reps, Inc. 



WHB 

Konsas City 
Represented by 
John Blair & Co. 



WTIX 



WQAM* 



New Orleans Miami 
Represented by Represented by 

Adam J. Young, Jr. John Blair & Co. 

*Tronsfer Subject to FCC Approvol 
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/TT\ 



11 My 1 




/7\ 
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I New on Radio Networks 



SPONSOR 



AGENCY 



\ c Bartlett Pears, Sacramento, Cal 

\r i Bird Prod, Chi 

V| tis Sales, Rochester, NY, for 

itch's Bird Seed 
(r l-Myers, NY, for Bufferin 



.BW & Staff, San Fran 

Ceo. Hartman, Chi 

Richard A. Foley, Phila 

.Y&R, NY „ 



STATIONS 

CBS 48 
CBS 53 
-ABC 
ABC 



PROGRAM, time, ttaH, duration 



|-Myers, NY, for Trushay 

Ir 1-Myers, NY, for Sal Hepatica 

;« Prods. NY 

>f ett, Cin, for Drano & Windex 

>f ett, Cin, for Dazy & Twinkle 

t x, Brooklyn 

a Foods. White Plains 

x : oods, White Plains, for Jell-0 

i na Co, Chi, for Haysma 

I r, Kohler, Wise . 

4 'enny Co, Avery Island, La, for 
co 

vl iwaka Rubber & Woolen Mfg, 

shawka, Ind, for Summerettes . 
vl 3n Salt, Chi 

i » Amer Van Lines, Ft Wayne . 
A erella, Stamford, Conn 



il Pharmacal, Chi, for All-ln-One 



BBDO, NY 
Y&R, NY 



C. L. Miller, NY 
Y&R, NY 

Ralph H. |ones, Cin 
Warwick & Legler, NY 



Ta 



Y&R, NY 
Y&R, NY 



O'Neil, Larson & McMahon, 
Chi 

Roche, Wms, Cleary, Chi . 



Scheideler & Beck, NY 
Campbell-Mithun, Chi . 

NLB, Chi 

ADplegate, Muncie, Ind. . 
Mngmnt Assoc, Stamford 



ABC 
.ABC 

MBS . 
ABC 
ABC 
ABC 

CBS 203 
ABC 
ABC 
MBS 



ABC 

ABC . 

NBC 190 
NBC 190 
CBS 203 



Schwimmer & Scott, ABC, ABC 

Chi 

k inghouse, Pitts K-Mc-C, Pitts CBS 203 



* Wrigley, Chi 



unassigned 



CBS 195 



House Party; Th 3:15-3:30 pm; 9 Aug; 6 wks: Robt. Q. 

Lewis; Sa 11:05-12 n: 5 min ses; 11 Aug; 6 wks 
Today's Pet Tune; W-Th-F, 3:35-3:40 pm; 12 Sept- 

26 wks 

My True Story; alt M-W-F 10-10:05 am: alt Tu & F 
10-10:05 am; alt Th 10:05-10:10 am: 10 Sent 

Breakfast Club; M 9:40-9:45 am; sts 30 Julv; W 9:*5- 
9:40 am: 1 Aug only; Tu 9:55-10 am; 7-14-21 Aug: 
W 9:35-9:45 am; sts 29 Aug; F 9:40-9:45 am: 3 & 
10 Aug; F 9:20-9:25 am; 17-24-31 Aug; F 9:40- 
9:45 am* sts 7 Sept 

Breakfast Club; Th 9:05-9:10 am; Fri 9.15-9:20 am; 
4 Oct 

Breakfast Club; M 9:35-9:40 am; sts 6 Aug; Tu 9:30- 
9:35 am: sts 7 Aug; F 9:30-9:35 am 10 Aug thru 7 
Sept: F 9:20-9:25 am: sts 14 Seot 
Press Conference; W 9-9:30 om; 25 July 
Breakfast Club; W-Th-F 9-10 am; 1 seg per day; 3 Oct 
Breakfast Club; M-F 9-10 am: 4 segs per wk; 1 Oct 
My True Story; M-F 10-10:30 am; 3 segs per wk; 15 
Aug 

Codfrey Time; M & ev 4th F 10:30-10:45 am; 3 Sept; 
26 wks 

Breakfast Club; W&F 9:35-9:40 am; Th 9:50-9:55 am; 
8 Aug 

Breakfast Club; M-F 9-10 am; 1 seg per day var times; 
15 Aug thru 31 Aug 

Conventions; as skedded; 13 Aug; 2 wks; Election re- 
turns; as skedded 

lack Paar; W&Th 11:15-11:20 am; B Aug 
Breakfast Club; M-F 9-10 am; 2 segs per wk; 1 April 
1957 

Farm News; Sa 12:25-12:30 pm; 1 Sept; 52 wks 
Monitor; 5 5-min segs per wk-end; 3 Nov; 30 wks 
Bing Crosby; M 7:30-7:55 pm; 5-min segs; 2 July; 13 
wks; Mitch Miller; Su 7 :05-B pm; 5-min segs; 8 
July; 13 wks: Calen Drake; Sa 10:05-11 am; 5-min 
sees; 2 July: 13 wks 
Breakfast Club; M 9:30-9:35 am; 10 Sept 

Conventions; as skedded; 12 Aug; 2 wks: Election Re- 
turns; B-12 mid; Pick The Winner; W 8:30-9 pm; 12 
Sent; 6 wks 

Pat Buttram; M-F 2:45-3 pm; 2 July: 52 wks 



t Renewed on Radio Networks 



SPONSOR 



4 Chalmers, Mlwkee 
A ; Home Foods, NY 

ii ol-Myers. NY 

5 tol-Myers, NY 

D ' 
D 



to Div, Detroit 
Cup, Easton, Pa 



AGENCY 

Bert S. Cittens, Mlwkee 
Y&R, NY 

DCSS, NY 
Y&R, NY 
BBDO, Detroit 
Hicks & Creist, NY 



STATIONS 



PROGRAM, time, start, duration 



NBC 191 
CBS 203 

MBS 472 
CBS 203 
NBC 190 

ABC 



|iy Oil. Kansas City 
V Wrigley, Chi 



B uce B. Brewer, Kansas City NBC 191 
Meyerhoff, Chi .... CBS 156 



Natl Farm & Home Hr; Sa 12-12:25 pm; 1 Sept; 52 wks 
Codfrey Time, Th & ev 4th F 10:45-11 am; 30 Aug; 
26 wks 

Bob & Ray; M-F 5-5:45; partic; sts 3 Sept 
Codfrey Time, M&W 11-11 :30 am; 22 Oct, 52 wks 
You Bet Your Life; Sa 12:30-1 pm; 29 Sept; 52 wks 
Breakfast Club; M 9:50-9:55 am; Th 9:55-10:00 am; 
20 Aug 

Alex Dreier; M thru Sa 9-9:15 am; 27 Aug; 52 wks 
Howard Miller; M-F 11:45-12 n; 16 July; 52 wks 



Broadcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



|< J. Allonier 

ne Anderson „ 

nan Bacon 

y Bulow, Jr 
>ert J. Cavanagh . 
nan Cissna 
'r De Negro 
B. Dickson 
jne B. Dodson 

Dowden 
n R. Duncan 
'ge Faust 
:rt A. Fillmore 
-ard L. Foote 
Franklin 
•ge Fuerst 
tin Goldberg 
harles Creen, Jr. 
I Haberlan 
Hes E. Haddix 
y M. Hatch 
I Hoover 

\ L. Hutchinson, Jr. 
rete Jaeger 
nit Kahn 
\ H. Kline .. 
^tacauley 
pi Manning 

crt J. Mcintosh 

jnas W. Moore 

S Morris _ 

k Moys 



info not available 
_WSB AM-TV, Atlanta, pub director 
. KVTV, Sioux City, la, program director 

Owatonna Bcstng Co. Minn, pros 

Roche, Williams & Cleary, Chi 
__WTTV, Indianapolis, asst gen mgr-sales director 

San Fran, comml artist 

WSOC AM-FM, Charlotte, news events director 
. WKY AM-TV, Okla City, asst mgr 

KARK, Little Rock, sales mgr 

WOAI-TV, San Antonio 

Roland Reed Prod, LA, vp sales 

WRCV, Phila, adv-promo director 

Hoag Blair, NY, eastern sales mgr 

KCW, Portland, Ore, program director 

NBC Spot Sales, San Fran, tv sales mgr 

ABC Rad, NY, rtgs super 

_ WNOK, Columbia, SC 
... WKY-TV, Okla City ntl sales 
. KLK, Oakland, sales mgr, San Fran 

Ziv, San Fran, sales rep, northern Cal 

. KTIL, Tillamook, Ore, gen mgr 

„. WBEN-TV, Buffalo, exec prod 
... Cuild Films, NY, vp 

L&N, NY, cpy super 

WCAU, Phila, sales service mgr 

NBC Spot Sales, San Fran, rad sales 

NBC Rad, LA, newscaster 

WWJ, Detroit, sales mgr 

CBS Film, LA, branch mgr 
KTVX, Tulsa, news director 

KPOJ, Portland, Ore, program director 



WKRC, Cin, sales 

WFMY-TV, Greensboro, NC, promo director 
WHTN-TV, Huntington, WV, program director 
KSON. AM-TV, San Diego, Cal, retail sales mgr 
Walker Reps, Chi, vp in chg branch office 
Meeker, Chi, sales 

UPA, Burbank, Cal, west coast sales mgr 
Same, actng program director 
Same, actng mgr 

KTHS. Little Rock, comml-ntl sales mgr 
KONO-TV, San Antonio, operations mgr 
KNXT & CPTN, LA, acct exec 
WBUF, Buffalo, adv-promo mgr 
Same, exec vp 

Same, head news-special events 

Same, rad spot sales mgr western division 

H-R Reps, NY, asst research director 

WORD & WDXY-FM. Spartanburg. SC. sales mgr 

WTVT, Tampa, comml mgr 

Forjoe. San Fran, gen mgr 

KNBC, San Fran, acct exec 

KPOJ, Portland, Ore, program director 

Same, sales 

MCM-TV, NY, sales exec 
NTA, NY. adv mgr 
Same, sales exec 
Same, tv sales 

KDAY, LA, news-special events director 
Same, stn mgr 

CBS Film. NY, gen sales mgr 

Same, pub relations-special events director 

KCW, Portland, Ore, program director 
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Saul 

Borenstem 5* 




Louis W. 
Corrigan (4) 





A. C. 

Dowden <3) 




Justin R. 
Duncan (3) 






R. A. 

Fillmore (3 ) 




Richard 

L. Foote (3) 
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ISiew and renew 



3. Broadcast Industry Executives (continued) 



Louis T. 
Hagopian 



Stuart K 
Hensley *5> 




C P. 

Karle. Jr 5 



Robert S 
Marker *A 




Robert ) 
Mcintosh 3 



F C 

McWilhams 5 




NAME 

Hank Norton 
Robert R. Pauley 
William Perkinson 
Joseph B. Rcilly, Jr. 
Herman A. Schneider 
Walter A. Schwartz 
Raymond C. Simms 
Thomas M Smart 
Daniel H. Smith 
E. Berry Smith 

David Strauss 
Donald D. Sullivan 

Robert R. Tincher 
Earl jay Watson 
Russell C Wittberger 



FORMER AFFILIATION 

KCW, Portland, Ore, continuity 

BOB, NY. acct exec 

CBS Film, Chi, branch super 

Wm. P. Bolton Co, Towson, Md 

W|ON, St. Cloud, Minn, acct exec-stn mgr 

WW|, Detroit, sales 

NBC Rad, NY, acct exec 

Ballard (x Carter, Ogden, electronics sales 

WCSH-TV, Portland, Me, tech director-ops mgr 

Franklin Finance, Hartford City, Ind, director pub 

relations-adv 
KCW, Portland, Ore, promo-pub director 
WNAX. Yankton, SD— KVTV, Sioux City, la, adv 

director 

WNAX, Yankton, SD— KVTV, Sioux City, vp-gen mgr 
KOVR-TV, Stockton, Cal, vp 
Allen-Bradley Co, Mlwkee, jr exec training 



NEW AFFILIATION 

Same, promo-pub director 

CBS Rad, NY, acct exec 

CBS Film, LA, branch mgr 

WTOW, Towson, Md, sales 

WISN-TV, Mlwkee, acct exec 

Same, ntl sales mgr 

H-R TV, NY, sales 

KDYL, Salt Lake City, acct exec 

WFLA AM-TV, Tampa, operations mgr 

CBS Rad, Detroit, acct exec 
KEX. Portland, Ore, promo dept 

Same, gen mgr 

WHTN AM-FM-TV, Huntington, WV, gen mgr 

Same, sales mgr 

W1SN, Mlwkee, rad sales 



4. Advertising Agency Personnel 

NAME FORMER AFFILIATION 



Changes 



Clifford F. Came, |r 
W. R. Carroll 
Fred Charlton 
Louis W. Corrigan 
William ). Delmore 
Hal Dickens 
Robert E. Dwyer 
S. Seymour Elbling 
Robe t P. Hoffman 
Byron Maddox. jr. 
Robert S. Marker 
F dward J. Mooney 
Roger F. Moran 
Vernon E. Norris 
Carroll O'Meara 
Forrest F. Owen, jr 
Theodore R. Paulson 
Irwin Ress 
Howard E. Rieder 
Alfred P. Ries 
Bob Singer 
William I. Tracy, Jr 
Kent Westrate 
Mrs. Elaine L. Whalen 



Anahist. Yonkers, NY, asst to pres 

R&R, Chi, acct exec 

Ayer, Phila, acct rep 

journal-Constitution, Atlanta, adv 

Criswold - Eshleman, Cleve, acct exec 

Walt Schwimmer, Chi, rad feature sis mgr 

Wade, LA, chg west coast operations 

Asch Adv, NY, f nr mkt analyst 

B, W Cx Staff, San Fran, acct exec 

info not available 

W. B. Doner, Detroit, acct exec 

Everywoman's Mag, NY, ntl chain relations mgr 

North, Chi, creative director 

R. N. Meltzer Acy. San Fran, acct exec 

NY, freelance writer-consultant 

Wade, NY. gen mgr 

JWT, Atlanta office mgr 

FCB, NY, acct exec 

J. W. Raymond Adv, LA, cpy writer 

Cen Electric, Schenectady, adv 

Olian Cx Bronner, Chi, acct exec 

BBDO, NY, acct exec 

R&R, Chi, research mgr 

E mil Mogul, NY, timebuyer 



NEW AFFILIATION 

Compton, NY, mkt development 
W&C, Chi, vp-acct super 
C&W, Chi, acct ruper 
K&E, Chi, acct exec 
K-MacL-C, Pitts, acct exec 
W&C, Chi, mrchndsng 
Wade, Chi, senior acct exec 
W&C, Chi, field mrchndsng analyst 
K&E, San Fran, acct exec 

Bozell Cx jacobs, Omaha, agricultural adv specialist 

MacM-J&A, Bloomfield Hills, Mich, acct exec 

Compton, NY, mkt development 

K&E, Chi, creative staff 

K&E, San Fran, acct exec 

LaRoche, NY, tv commls director 

Wade, LA, vp-gen mgr 

K&E, Atlanta, acct exec 

McC-E, NY. acct exec 

Orson W. Hauter Assoc, LA, acct exec-cpywriter 
N LB, NY, acct exec 
Same, vp 

Mc-E, NY, acct exec 
W&C, Chi, snr mkt analyst 
Same, chief timebuyer 



5. Sponsor Personnel Changes 

NAME FORMER AFFILIATION 



W. F. Allen 
S"»ul Borenstcin 
Vincent B rune I li 

J. C. Cauntlett 
Louis T. Hagopian 
Stuart K. Hensley 
Edgar E. Hinkle 
C. P. Karle, jr 
Fr t ?nk C. McWilliams 
J-ick W. Minor 
C. Earl Moore 
Chester T. Morledge 
|. H. Picou 

Vincent james Robinson 
Martin N. Sandler 
Arnold J. Winograd 
Robert W. Wright 
Nort Wyner 



Upjohn, Kalamazoo vp -sales director 

Vitamin Corp of America, Newark, divisional sales mgr 

johnson Cx Johnson, New Brunswick, adv-mrchndsng di 

rector Tek Hughes 
Upjohn, Kalamazoo, mgr adv dept 
Dodge Div, Detroit, eastern new car sales mgr 
Toni, Chi, adv brand promo 
Mathisson, NY, in chg branch 
Sheaffer Pen, Ft Madison, la, asst adv mgr 
Firestone, Akron, adv media mgr 
Dodge, Div, Detroit, gen sales mgr 
Firestone, Akron, adv production super 
B. F. Coodrich. Akron, mrchndsng mgr 
Atlantic Refining, Phila, acting director 
johnson Cx Johnson, New Brunswick, div 
Toni, Chi, vp 
Pabst, Chi, adv prod mgr 

Durkee, Elmhurst, NY, eastern divisional sales mgr 
Emil Mogul, NY, acct exec 



mkt research 
mrchndsng mgr 



NEW AFFILIATION 
Same, vp-mktng 

Diversified Drug, Newark ntl sales mgr 

LePage's, Gloucester, Mass, vp-mrchndsng 
Same, director adv division 

Plymouth Div, Detroit, director adv-sales promo 
Same, exec vp 

Miller Brewing, Milwaukee, temp adv mgr 
Same, adv mgr 

Same, admin asst gen adv-mrchndsng 

Plymouth Div, Detroit, vp sales 

Same, adv media mgr 

Same, gen mgr special brand sales 

Same, director mkt research 

Same, vp-mrchndsng Tek Hughes 

Same, vp adv-brand promo 

Same, adv mgr sparkling beverages 

Habitant Soup, Manchester, NH, gen sales mgr 

Monarch Wine, NY, sales-adv director 



6. New Agency Appointments 



Haven, Conn 



Brazil, Ind 



SPONSOR 

Armstrong Rubber, West 
B. T. Babbitt, NY 
Central Dairy, Okla City 
Colgate-Palmolive, NY 
Continental Car-Na -Var, 
Tabron, Waterbury, Conn 
Fels Cx Co, Phila 
Cordon Baking, Detroit 
C'iesedieck Bros. Brewery, St Louis 
Habitant Soup, Manchester, N H 
Hudson Pulp Cx Paper, NY 
H -Cro, Bait 

Walter H. Johnson Candy, 
Knapp - Monarch, St Louis 
Lever Bros, NY 

McKesson Cx Robbins, Bridgeport 
O'Quin Corp, NY 
D -oer Mate, Chi 
r&C, Cin 

C leep-Eze, Long Beach, Cal 
r outhern Biscuit. Richmond 
c oarkletts Drinking Water, LA 
Stokely Van Camp, Indianapolis 
Wm. Underwood, Watertown, 
V'-k Chemical, NY 



Chi 



Mass 



PRODUCT ( or service) 

r oam Rubber Division 
Omeo 

milk-ice cream 

Colgate shaving products 

Continental "18" floor wax 

Tipettc nail polish 

a!! products 

Silvcrcup Bread, other baked goods 

all adv 

soup 

cups and containers — new division 
fertilizers, lawn nutrients 
candy 

Spry 

Drug Cx Chemical 
charcoal sauce 
Tred pencil 

Secret cream deodorant 
sleeping tablets 
cookies-crackers 

all products 
food products 
Sofskin 



AGENCY 

LON, NY 
DFS, NY 

Hall Cx Thompson, Okla City 
John W. Shaw, Chi 
Product Services, NY 
Scheideler Cx Beck, NY 
Aitkin-Kynett, Phila 
Ayer, Detroit 
Maxon, Chi 

Chas, F. Hutchinson. Boston 
Al Paul Lefton, NY 
Applestein, Levinstein Cx Colnick, 
Hicks Cx Creist. NY 
Frank Block, St Louis 
KOE, NY 
DFS, NY 
Wexton, NY 
FCB, Chi 
Burnett, Chi 
Van Der Boom, Hunt, 
Hilton Cx Riggio, NY 
McCarty, LA 
I ON NY 
KOE, NY 
Ellingtcn. NY 



Bait 



McNaughton, LA 
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KWK-T V 

CHANNEL 



ST. LOUIS 





KWK-TV presents TOP CBS and ABC 
shows /for the morning audience. ..sales 
message IMPACT assured. 

*latest/TelePulse and ARB reports 





in MORNING RESULTS* 

V 



etwork 




in AFTERNOON RESULTS! 

jl. Louisans CHOOSE CHANNEL 4's local shows... 
/RECALLIT AND WIN".. ."THE GIL NEWSOME 
'SHOW".. ."The FRED MOEGLE SHOW" 
... plus CBS and ABC for largest daytime 
audiences for KWK-TV. 

'latest TelePulse and ARB reports 



VENING R 

The dESy from CBS and ABC plus exciting 
film dhows and fine full-length feature films insure 
the If rg?st audience and highest sales potential 
for iJdvj/rtisers in the GREAT ST. LOUIS 
MAJKiT. . . KWK-TV of course. 

latfst/telePulse and ARB reports 



Serving the Great 
St. Louis Market 



TOP PROGRAMS OF 2 NETWORKS 



REPRESENTED NATIONALLY 
BY THE KATZ AGENCY, INC. 



TV 
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It's the little things that make a big difference . . . 
the extra stuff that sales are made of. In other words, 
modern merchandising. 

What you see here is just a sample of merchandising 
and promotion extras that back up each and every 
CBS Television Film Sales syndicated property. . . the 
gimmicks and gadgets, promotion and advertising 
material that help a sponsor translate big audiences 
into big sales: records, comic books, toys, games, 
novelties, jewelry, self-liquidating premiums. And 
audience promotion too. . . specially-designed kits 
containing slides, trailers, telops, ad mats, displays, 
glossies, announcements and star stories. Everything 
a sponsor needs to get his show off to a fast start 
and keep sales rolling. 

Little things. But they're sales-clinchers when coupled 
with any of CBS Television Film Sales' top-rated 
syndicated films— fastest-moving films in television ! 

CBS TELEVISION FILM SALES, INC. 

Distributing Amos V Andy, The Gene Antry Show, The Range Rider, 
Cases of Eddie Drake, Fabian of Scotland Yard, Holiday in Paris, 
Files of Jeffrey Jones, Life with Father, Adventures of Long John 
Silver, Annie Oakley, Buffalo Bill, Jr., San Francisco Beat, The Whistler, 
Navy Log, Assignment Foreign Legion and Newsfihn—a product 
of CBSNeivs. 






/ 




* 




46.9% 

AUDIENCE 
SHARE 

MONDAY thru FRIDAY 




"FIRST CALL" 



with Jack Slattcry 

6;30— 10:00 A.M. 
Monday thru Saturday 



Share of Audience 

"FIRST CALL" — 46.9 




MUSIC • NEWS • SPORTS 

CALL 

VENARD-RINTOUL-McCONNELL INC. 




Charles Kreisler, New York 



"Tin the business and I'm a restless follow/' sa\s Charlie Kreisler, 
New York's colorful and most hoa\ ih ad\ertised ear dealer. 

This rear, a trouble \ear in the ear industry, sees Charlie Kreisler 
spending $200,000 in ml\ criming. 1(Y < of this sum in air media 
alone. Heaviest imestment for this Oldsmobile dealer is the Ilapjn 
Felton Shou\ IfOR-Tl . which, in the baseball season, accounts for 
50 r J of the six-month advertising budget. 

"Tough as it is for am ad\erti>er to measure his results by media, 
we do know thai there's been sufficient increase in showroom traffic 
and volume sales for ns to ascribe it to this package show we've 
hoiml!!/* sa\s Kreisler, who's planning to renew the bin next vcar. 

Without being statistics-happy. Kreisler knows that his normal 
business (250 cars a month in 1055) broke down into 20% time, 
oMKc cash. Ho credits Kelt on with bringing in a lower-income 
group whose bins break down into 70 r J time. 'M) r < cash. 

Hut where Kelton pro\ ides the audience. Charlie Kreisler likes to 

do the selling himself. 

"People who eoine into our showroom (16th Street and Park 
A\enue) are presold on make."' sa\s he. "Our ad\ertising is aimed 
at making our name the most w ideh -know n. confidence-inspiring 
one among Oldsmobile dealers. 

To achie\e this aim, Kreisler began three \ears ago, in his radio 
ad\ortising debut, not oul\ to deli\er the pitch himself, but to write 
his own cop\. He uses bis agcuc) , the Miller Agency, principally 
as a timehining and adxertising placement organization. 

"New York is an atypical, tough car market/* he sa\s. "Our adver- 
tising philosophy helps us increase* our sales potential from the 20 
blocks wo ha\e a right to, to a SO- to 75-mile radius by bringing 
small-town personalized salesmanship to an impersonal area/' 

Though he's know u for his business aggressiveness, Kreisler 
stresses the fact that he's a gentle soul in private life, which he 
conducts from Millwood headquarters with the assistance of wife 
and four a oungstei s. 

"Til toll \ou one thing/* sa\s he, fct \l\ oldest will be 10 on Sep- 
tempber •!■ she'll be dining an Oldsmobile on September 5/** * * 



sponsor • 20 Air.rsT 1956 




THESE DOORS 



DETROIT'S great new Radio and Television Center 



id in the dynamic 
I v Center area ... in 
1 my with such famous 



i es as the General Motors 



nd Fisher Buildings . . . 
I s magnificent new 



Ecast center will serve oui 
f| listeners and clients with 



lost modern equipment 



I Die to the radio and 



t evision industry. 



vjbk 



DETROIT 

lj, 1500 KC. 10,000 WATTS 
'ISION, CHANNEL 2 CBS 





Formal Opening September 14 

7441 SECOND BLVD., DETROIT 2, MICHIGAN, TRinity 3-7400 




****** 
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to win-hands 

doVV n-ea 
on the au eacn 

lirH to be named 
GREAT EHOUOH ^ 

Charlotte s most ^pop ^ ^ ne xt 
aliiy with a 150 t 
best -\iked. 

, t completely un- 

^oGAT ^ nat ' , orea dis- 
SO G RE /\ secur ed eleven area 
k nown product ec ^ pro duct 

Utors by id * .. ctady Cole 
would be advertised 

Time " 

. 77 years, 
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PART ONE 

OF TWO PART SERIES 

This article discusses 
the first five problems 
mentioned to the right 



1. 
2. 
3. 
4. 
5. 
6. 
7. 
8, 
9. 
10. 



rut: suon s \ trot* 

tLTER\ ATE It EEk ASD OR COSPO\sORS 1)IS4(,RIL 

SALESMEN'S E\ 7 'III SI IS M >/.f 

THE COMMERCIALS 1)0 YT SELL 
THE STAR CLTS SK.k 
TV COSTS REQl IRE HI I) GET ADJl ST M ES T 
\Ol 'RE PREPARES G EOR A JAM IR) SET DEM 7 
SPOT SCUEIH LES SEED IMPROl EMEST 
YOVliE LALSClllXG A JAM ARY SPOT CAMP ilG\ 
\Ol HAVE TO SHOP FOR SYS DICATED SHOW AM) TIME 
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lO MIDWINTER HEADACHES 



YOU CAN START TO LICK NOW 



ADVANCE PLAXXIXC IS ADM EX'S W AY TO AVOID MIDSEASO.\ PROBLEMS 



by Evelyn Konrad 



number of problems crop up for air media advertisers during midwinter 
that the client and agency can solve more easily by planning for them right nou . 
In order to determine 10 crucial mid season headaches and analyze possible 
solutions, SPONSOR interviewed top agency radio-tv directors, account executives 
for major air clients and ad managers. In this article, sponsor discusses the first 
five problems listed above. See next issue for an analysis of the remaining five. 



1, The slioic s (l flop: 'ty November or December the \erdict on a new 
show is in. A couple of rating periods have come and gone and a gene \ and 
client are equally elated or glum depending on the size of their audience. 

If the show's a tnrke\. there's the inevitable "we're sunk" reaction. But there 
are important steps the agene) , client and producer can take to build the sdiow*> 
popularity. 

[Naturally the problems differ depending on whether the show i> film or live. 
If it's a film show, the client nun as well resign himself to an unchanged show 
format during the next six or eight weeks ahead for which films are neath in 
the can. A live show*, on the other hand, can be revamped much more easih 
from week to week, providing contract permits changes. However, in either 
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10 MIDWINTER HEADACHES (Continued) 






WEAK SHOW 
BEFORE 



20,4 



AFTER 



25.7 



People** Choice preceded a stronger show on \i><" T\ . Thursdays 8:30- 
9:00 p.m. last fall. Aftrr it was changed to follow the more established, 
better-rated program, its Nielsen average audience rating (see left) in- 
creased by 26 f r. Dragnet, the "SBC T\ show that was moved from 9:00 
p.m. to 8:30]i. m.. aKo benefited from the switch with an 18 r £ boost fright) 



STRONG 



32,5 



33.4 



BEFORE 



AFTER 



WEAK 



14,9 



21.7 



Aflry Log was a CBsT\ 
when it preceded stroi 
comer. Its rating (nine pr 
Nielsen AA's) was 1 
jumped to 21.7 after tim« 



TIME SWITCH CURE FOR WE/Hl 



instance, there arc a number of reme- 
dial steps to be considered, and most 
of these 1 steps should be thought 
through in ad\anee starting now since 
the\ require a good deal of advance 
planning. 

1. Time switch One effective cure, 
put strenuoiish lo the test in the season 
just past, is totalh independent of 
show format. Kssentialh , il consists of 
reshuffling the network lineup in such 
n wa\ as to put the weak show behind 
rather than in front of the strong vehi- 
cle. 

This s\ stern pro\ ed profitable on 
CBS I \ as well as NBC T\ in sonic* 
outstanding instances for both the 
weak and strong show last season. 

for example, there s the stor\ of 
\r;n Log and Phil Silvers, original}} 
exposed with \avy Log on first in 
the 8:00-9:00 p.m. }>lock on Tuesda\s. 
I nder tin 1 original arrangement. \avv 
Log's average Nielsen audience for fn e 



shows prior to the time switch was 
1 1.9. with a 26.2 share of audience. 
Silvers was raking in a 17.7 Nielsen 
AA. with a 2*5.1 share of audience. On 
5 October the network put Silvers into 
the half -hour preceding A avy Log. 
with the result that the strong show 
climbed from 17.7 to 27.0 for the first 
five shows after the chanae and i\avr 
Log upped its comparable five-show 
Nielsen A A from 14.9 to 21.7 and its 
share-of-audienee from 25.2 to 31.3. 

On NBC TV, People's Choice and 
Dragnet each gained b\ switching time 
periods on Thursdays between 8:30 
and 9:30 p.m. to the tune of l!5 r r in- 
crease in Dragnet's Nielsen average 
audience, and 2iV r in People's Choice. 

Dragnet climbed from a 32.5 Niel- 
sen A\ and 48.0 Nielsen share of 
audience to a 38. 1 and 52.9 respective- 
ly while People's Choice benefited to 
the time of an increase from 20. 1 Niel- 
sen \ \ and 31.2 share of audience to 



25.7 and 30.3 after the switch. Ratings 
are based on the three months preced- 
ing and following the time change. 

The most highly publicized time 
switch was the CHS T\ changeover for 
II onexmooners and Stage Show on 
Saturdays between 8:00 and 9:00 p.m. 
This changeover, however, turned out 
to be the most fruitless ratings-wise, of 
the three cited, in that Gleason's film 
show went from 32.9 Nielsen A A to 
the 33.0 for nine ratings before and 
after the change, while Stage Show 
staved a steadv 18.8. with little chance 
in share of audience, during the same 
ratings period. 

In two of the three ca-es cited above, 
the time switch was beneficial to the 
strong and weak show both. In the 
third case, Stage Show and Honey- 
moaners, both shows were pitted 
against a new and strong live show. 
The Perry Como Show, on \HC TV. 
w hieh kept growing in popularity. 
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STRONG SHOW 



I i' Shotv raked in a 17.7 
I after its first few CBS 
i fs. When it was moved 
3 weaker Nary Log, iis 
I ed over 9 points (ri*rht) 



17.7 



27.0 



BEFORE 



AFTER 



WEAK 



18,8 



18.8 




STRONG 



Stage Shotv wa> a Saturday night CHS TV ratings problem when ii pre- 
ceded the stronger // on pv m oo n ers . Together the two shows hneked M5C 
TW formidable Como Show. However, despite the controver>ial lime 
switch effected between Stage Show and lloneymooners. raling-wi>e 
neither show sained or lost, but both shows maintained the earlier level 



29.7 



BEFORE 



29.9 



AFTER 



1'INGS HELPED SHOWS LAST YEAR 



Despite the NBC TV show's strength, 
however, the two CBS TV shows main- 
tained their ratings after the time 
switch. 

The moral to the advertiser with a 
disappointing show is the following: 
Network lineup and time period con- 
trihute a lot to the success or failure 
of the show. If you're stuck with a 

4 

show format, )ou can at least try to 
improve interim ratings by giving your 
show the profit of a stronger show's 
carryover. The three examples cited 
indicate that a strong show need not 
sufTer from such a changeover — a 
good argument to use in negotiation 
with the networks. 

2. On revamping film shows — A 
word of caution to the film show spon- 
sor: It may be prudent to avoid last- 
minute pressure by producing 13 
weeks in advance when you have a 
proven show. But if it's a new show 
you've bought, here are some of the 



steps you can follow right now to pre- 
vent a November ratings-slump from 
being disastrous: 

(a) Look over \our contract to see 
whether it's flexible to allow )ou final 
script o.k., a word in talent choice, 
final approval of production values. 
You may be able to renegotiate with 
the packager now , before the show 
goes on the air. 

lb) Work only six to eight weeks 
ahead. This gets you past the initial 
season's rush and the first few ratings, 
but \ou maintain a degree of flexibility 
to manoeuver for January improve- 
ments. 

<e) Keep continually abreast of 
new product available, or proven film 
shows that may open up. No tv ad- 
vertiser can afford not to maintain a 
steady pipeline out to the various 
packagers and networks. Replacements 
for a bad show don't fall into your lap 
at the proper time without a lot ol 



searching — a time-consuming process. 

There have been cases when clients 
were able to cancel disappointing film 
shows in mid-season. About two )ears 
ago. for example, Bristol-Mj ers real- 
ized within six weeks that its CBS TV 
show, Honestly Celeste, was not up to 
par with competition. Its November 
rating, after an October debut, was a 
slim 15.0 Trendex. The client and 
agenc\ went to work immediately 
scouting out replacements and discuss- 
ing the show problem with the network 
and the star. Together the\ worked out 
an agreement for getting out prior to 
the original expiration date, and by 2 
Janitan, Bristol-Mvers was on with a 
different show. The 2 January show 
was an interim replacement until the 
next week, when Stage Seven, a drama 
series, became available and went on 
for the firm. 

"We felt that the time wasn't right 

(Please turn to page 110) 
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VEGETABLE 





radio 

Dick Powell stars in Hollywood //*>/< J 



WHAT 25 YEARS 



ON THE AIR TAUGHT 



CAMPBELL SOUP 



THESE 11 EESSO.XS GUIDE TODAY'S SPEADI\G 





radio 



IT alter O'Keefe quizzes Double-Or-?\ othing guest 



Or I S20-MILU0X Al)l ERTISI.XC BUDGET 



T 



his \ear. the Campbell Snip Co. 
marks the completion of 25 \oars as a 
broadcast a<l\ ertiser. 

\ consistent network acKeitiser dur- 
ing ea<*li \ear of that quarter century, 
Campbell is also a consistently big 
investor in broadcast media. This \ear, 
SI o.nsok estimates it is spending some 
•?<> to $9 million in network and spot 
broadcasting, almost half of its entire 
£20 million advertising appropriation. 

Campbell has lea rued a lot about 
adv ertising and about people from 
its inulti-nii 11 ion-dollar investment in 
jadio and television during the 25-\ear 
span since I 95 1 . Campbell Ad\ ertis- 
ing Manager Hex Hudd terms tliis 
knowledge lessons learned. \nd be 
narrows down these lessons to II 
radio and t\ advertising precepts for 
his < <unpan\ . 

llndd. who directs all ad v ertising 
and coordinates all media planning 
and btniui: for the £100 million-a-\ ear 
company . pre filed for SCONSOK the 
eetwoik bnving patcrn and the lessons 
harncd from that pattern during those 
25 v ea i s. 

i*- bo\ score for Campbell, in terms 



ol net vv orkimr. looks something like 
this when all those \ears are totaled 
up : 

In that time, the soup eonipam 
sponsored 35 difTerent network radio 
shows, ranging from one to nine per 
}ear. \nd since 1950. when Campbell 
made* its television entry, it has bought 
10 difTerent network television shows. 
The range 1 : a low of ome program in 
1950, a high of seven in 1955. 

Toda\, the total is six telev ision and 
two radio programs contracted f n 
thus far this \ ear. 

These totals, of course, reflect the 
short-term as well as the long-haul pro- 
grams the summer replacements, the 
experiments which didn t pa) olT. 
( haimes in format, switches from dav- 
time to nightime. Most of Campbell's 
broadcast advertising, howe\er. is 
( haraetei ist ic of all its intensive all- 
media ad\ ertisiim. It has been con- 
sistcnt though \ aricd. 

Looking back on 25 \ears as a spon- 
sor, llndd recalls with nostalgia and 
something akin to dishlief the annual 
net w ork i adio investment in 1 93 1 . 
{Please turn to page 98) 
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radio 



Lanny Ross greets Campbell sales staff 





radio 

11 end) liairie, Conrad \age/ and Monty If oollvv 




radio 

Milton Merle with guest, Klsa Ma.xwd 
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STARTING DATE 


ENDING DATE 
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February 1 93 1 




NSC 


nus'c 


October 1931 


Ac 932 


NSC 


mLs'c-va'ie* . 


October 1 934 


Dece**"ae r ^ 3 ~ 


CSS 


comedy 


October 1934 


2eze~*ce r Q 38 


CSS 


var e* , 


March 1937 


Ac ^38 


ces 


a ram a 


December 1938 


Ma^c 9 3 c 


CBS 
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January I y jo 


^ea'uar Q - 3 
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lulu 1 OIO 
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September iyjy 
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January I y ** u 






aav* me ser a 
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January 1 
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rebruary 1 y**U 
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SeDtember 1 942 


S^a'embpr "*^-S 

W w ^— W w — ' 


CBS 


ccmedy 


March 1943 


May ^43 


CBS 


cameay 


June 1943 


ju"e 9^^ 


CBS 


m^s*er> 


June 1945 


Sece^ aer 9^5 


CBS 


r ews 


Uctober I y4a 


Jure l Wi 


roc 


dra~a 


October 1 945 


Aar' Cii 6 


CBS 




April 1946 


Sec ; e*^ber °4 7 


CBS 


s'*ua*'a~ co^eav 


April 1946 


Sece^oer 946 


CSS 
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October 1946 
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NBC 
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June 1947 
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February 95 


NBC 
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January 1951 


Ju^e °5 


NBC 




September 1951 


May ^53 


NBC 


dra ~a 


June 1952 


A.g.^ 952 


NBC 


a j'z 


October 1952 


^u y 95 4 


CBS 


a r a~*a 


July 1953 


Sec^e — ae r 95* 1 


CBS 


cM arer's 


March 1954 


M 3 -n Q55 


NBC 


camea > 


June 1954 


Feb r bary "55 


CBS 


drama 


September 1954 




NBC 
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September 1954 
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NSC 


"uver' e 


October 1955 
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September 1955 
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NBC 
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June 1955 
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SO YOU'RE GOING TO 
MEET IN A WOODED NOOK? 

SUCKS IRE CETT/i\ G MORE HEAR TI1A\ GRAY -E LAX X EL 

t 

SC/TS IS EXEC MEETI\GS TAKE TO THE HILLS OR OPEX SEA IX SEARCH OF \FJf IDEAS 



I t"s a toss-up these days as to who is 
taking the most nione\ out of Madison 
A\ en lie I > rooks Brothers or \ber- 
erombio and Fitch. 

The growing trend among executive 
personnel to tret out of the offices and 
conference rooms to hold their brain- 
storming sessions under (lodV great 
bine sk\ is effecting a change in both 
wardrobe and accessories. The coco- 
si raw cap U coxering up the old new 
cut. Sport shirts ;ire replacing button- 
down*-. (Charcoal suits an* ghing wa\ 
to Bermuda shorts. \nd as account 
execs and clients scramble aboard 
\ a chls for planning meetings, oik 1 is 
bkci\ lo find man\ more dnflle-haes in 
e\ id(Micr than dispatch eases. 



Today, tiie barometer of a client's 
campaign is frequently the depth of the 
a.e.'s tan. 

Al first glance, this moving of 
"ITniiktime outdoors seems ironic 
inasmuch as it's catching bold just 
when such modern refinements as air- 
conditioning are making the executne 
suite more habitable than ever. \ ct no 
one can deny the practice has taken 
bold. Some hotel and resort men esti- 
mate that their business of routine fa- 
cilities for executive got-toget hers has 
tripled in the past fixe \ears. \n\ 
practice with such growth-rate must 
ha\e pretty sound reasons behind it. 

One of I hese reasons max w ell be 
the tax-deductible angle. The Bureau 



of Internal Revenue looks with favor 
upon the out-of-ofhVe conference. It 
regards, in such eases, the "wooded 
nook'' as an extension of the office and 
allows for expenses incurred right 
down to the last drop of scotch and the 
last crumb of salami. 

So when an agency head is shopping 
around for hunting lodge acconnnoda- 
lions for a three-day strategy meeting, 
he can feel reasonably sure that an\ 
ereati\e ideas that come out of it will 
be bought with a 40-eent dollar. 

\nother and probably the chief 
reason is that constant interruptions 
and I he press of immediate business 
around the office today is making it im- 
possible for two or more people to sit 
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"Sport >hirt *es>ioir" in Connectirul for Grey admen. L to r: (facing camera) S. Kay. 
comptroller; J. Lorin, J. Singer, both v.p.'s and acct. supers.; (standing) II. D. Sirau>-. 
exec, v.p., acct. super.; L. \ alen^tein, hoard chairman; \. Fatt, pres.; (hack to camera) 
T. M. Kaufman, v.p., acct. -uper.; A. Leokum, v.p., creative dir.; S. DaKimer, v.p., acct. 
super.; (in check shirt) A. L. Hollcnder, v.p. radio-tv. Since meet, Grey added 12 account*- 



still long enough to listen to the ho*>" 
favorite joke, let alone get am far- 
range planning accomplished. Fven if 
\ou tear out the phone wires, gag and 
hind your secretary, then lock \our- 
self in the hoard room, it will develop 
within five minutes of the meeting's 
start that one of } ou has a lunch date 1 
with a client and must tear yourself 
away. Such is the case with 15HD0. 

For Batten. Barton. Durstine & Os- 
horne execs and employees there's an 
annual convention. Across the street 
to the Roosevelt Hotel in \ew York, go 
these nieeters to get away from tele- 
phone rings and office clamor. "We do 
wish, though, that we could get further 
away. ' one member of the agency 
cheerlessly said. "Because the secre- 
taries who've been left to hold the fort 
inevitably dash across to us with 
memos/' 

''Have you thought of going to 
somewhere like Central Park which is 
in the City?" we asked him. 

"Gracious!" he exclaimed. 'That's 
much too far away."' 

The answer, then, is to shanghai 
}our key personnel, clients and idea 
men, maroon them on an island some- 
where off the coast of Maine, then 
break out the blueprints and hamburg- 
ers. At this point, you've not only got 
a ''captive audience" — you've got ''cap- 
tive brains." 

The American Management Associa- 
tion has been advocating just such ac- 
• tion for years. In fact, the Associa- 
tion aids executives in planning for 
and setting up business meetings out- 
side the office in likely localities. 



"Most people are trapped by de- 
tail," says George Odiorne. who heads 
AMA's intra-company management 
program. "They can never do ad- 
vanced planning because of immediate 
business problems and a stream of in- 
terruptions. 

"In a different climate- -in new loca- 
tions with other facilities from those 
found in the office, people think differ- 
ently. Getting away from the pressures 
allows experimental thinking." 

Experimental thinking, which should 
be the aim of a get-aw ay-from-it-all 



session, does not concern itself with 
techniques or "how to" principles. It 
is exactly w hat the name implies- -a 
development of ideas. 'Tor the type of 
concentration necessary to experi- 
mental thinking/ sa}s Odiorne. "the 
men must be renio\ cd from the field of 
action. 

"When AMA is asked to set up such 
a program for a company, we immedi- 
ately ask for their objective. When 
the\ realize that most of their execu- 
the meetings are called to plan for the 
(Please turn to page 86) 



Three agencies that recently held "wooded nook sessions 



Agency: Grey 

At Richfield^ Conn. 

To provide for expansion of 
agency services, Grey execu- 
tives discussed a new ap- 
proach to service assignments, 
personnel recruiting and train- 
ing, aims and organization 
for new business. Apparently 
some solid ideas on new T busi- 
ness came out of it. Since 
the meeting, 12 new accounts 
have entered the Grev agencv. 



Agency: D-F-S 

At ISeiv Rochelle^ A r . Y. 

With Wvkagvl Country Club 
setting. 150 key D-F-S person- 
nel from six offices discussed 
objectives of the agency. Per- 
sonnel got to know each other 
— 

better through two cocktail 
parties and transportation via 
car pools. Sporting events of 
chance and skill with prizes 
courtesy of clients topped off 
the wooded nook meeting. 



Agency: K & E 

At Lake Placid* iS. V. 

For the fourth time. K&E's 
top executhes from 10 offices 
met. This year's May meeting 
highlighted overall agenc\ ob- 
jectives and departmental 
progress in areas such as per- 
sonnel, public relations, mar- 
keting, account* and their ad- 
vertising vehicles. Recreation 
included a picnic and dinner 
which aided relaxed planning. 
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I f \ou deliberately set out to test the 
eflieienc\ of a single ad\ei tising me- 
dium in selling wine. \ou could scarce- 
h hope for a better laboratory than 
the state of Pennsy h ania. 

Here, all aleoholie bexerages (with 
the exception of beer) are sold only 
through state-owned-and-operated liq- 
uor stores. In these stores, no point- 
of-sale promotion material is per- 
mitted. Clerks are not allowed to rec- 
ommend one brand oxer another or 
otherw ise to assist the customer in 
making a selection. Each brand, with 
price clearU marked, nestles on the 
shehe- among competitive bottles, and 
\['> up to the customer to pick his own 
potables. 

\mong acKantages this liquor-con- 



trol system oilers to distiller- and \int- 
ners is 100 r r distribution throughout 
all state stores, and a carefully detailed 
sales report every two weeks. 

Into this laboratory on 1 October 
1955. came Kasser Distillers, of Phila- 
delphia- with a radio campaign on 
local station WTKY aimed at helping 
customers in the Philadelphia market 
make their wine selection before they 
not to the state stores. The wines 
that Kasser intended them to select 
were King's Hurgundy and King s Sau- 
tcrne. a pair of relatively new labels 
introduced, without any advertising 
whatsoever, a short time earlier to the 
shelves of the state stores. 

The campaign on \\ PEN was the 
fust and only advertising support 



gi\en to this pair of wines. It had no 
assist from any other media. Clearly, 
if King's Burgundy and Sauternc sales 
jumped ahead or stood still, it would 
he because radio had done the job or 
failed to do it. Radio did it. 

Uy the end of the second week of 
the campaign, sales on these King s 
wines had increased 13 r /c . Eventually. 
Kasser Distillers were faced with the 
problem of producing enough bur- 
<>und\ and sauterne to meet the de- 
mand. 

Hiding the coattails of the hurgundy 
and sauterne's success, the entire 
King's brand line soon increased its 
sales by 57 r r. These other products 
of Kasser Distillers include whiskey, 
brandy and liqueurs. All hut 10 r ^ of 



U II IT RADIO DID FOR 



KING'S WINES: 43% 



SALES JUMP IN TWO WEEKS 



K ISSER DISTILLERY LXTRODL CED ITS \EV W1XES EXCEL SII ELY OVER W PE ^ 



Customer's choice: Pennsylvania's stale oicne.d-operated liquor stores permit 
no point-of-sale promotion, no recommendation by clerks. Buyer names his brand 





Kawnoiul II. Ka^cr, (1) ka^-cr I)MiIlrr> 
v.p.. Avith FeijiiMibaum & Wmnan account 
executive Jay Hencnian \slnwr Philadelphia 
agency created The Frenchman as a unique 
salesman for King's new iy developed w iue* 



Kasser's output is sold w ithin Penn- 
sxlvania where the company ranks sec- 
ond in alcoholic sales. 

Five months later, Kind's wines 
showed an increase of 1.073 r r over 
pre-radio sales. Kasser was forced to 
increase its wine producing capacit\ 
hv one-third. 

100 r r of King's Burgund) and Sau- 
terne budget went to radio, because of 
its low cost per announcement making 
possible greater frequency. Repetition 
was considered especial!) important. 
What counted was the total number of 
reminders that could be provided by 
a saturation campaign. 

When King s Burgundy and Sau- 
terne took to the air on 1 October 
1955. its schedule called for 20 one- 
minute announcements per week, 
quickly went to 40. In the weeks prior 
to Christmas, when wine sales reach an 
expected peak, the saturation schedule 
rose to 60 announcements weekK. 
Throughout the WPFX campaign, an- 
nouncements were aired morning, af- 
ternoon and night in order to blanket 
ever; audience. 

King's Burgundy and Sauterne were 
produced to appeal to that segment of 
the wine-drinking public which found 
kosher sacramental t\ pe w ines too 
sweet and most table w ines too dry. 

The sales approach worked out by 
Kasser's advertising agency, Feigcn- 
baum and Werman. of Philadelphia, 
was directed primarih at women with 
a side slant at the male consumer. 

Raymond II. Kasser. v.p. of Kasser 
Distillers, said of the new w ines : "I 



knew that if we could get the women 
of Philadelphia to taste them, they'd 
like them." He also knew r that women 
were the prime purchasers of the 
sweeter wines and that their prefer- 
ences were decided by taste rather than 
by alcoholic content. 

Kasser's know ledge, based on ex- 
perience, was also supported by mar- 
ket research data at the Feigenbaum 
and Werman agency. Among this ma- 
terial was a Roper report, issued in 
August 1955 bv the Wine Advisorv 
Board of California, titled. 4 VA Study 
of People's Attitude Tow ard and Usage 
of Wine." 

Among the more significant facts un- 
covered was that older people- -and 
especially older women- -are the larg- 
est consumers of wine in this countn. 
70 r < of a group of women in the 50- 
or-over age group had replied that the) 
were wine drinkers. Of the men in the 
same age group who were queried, 
55 °r answered in the affirmative. In 
all age groups, from 1<> \ ears on up, 
the percentage of women compared to 
the percentage of men who drank wine 
was from 10' r to 19^ higher. 

The same report listed a number of 
qualities often associated with wine 
that would seem to be espe^ialb good 
sales points for a feminine audience. 
Prestige, eeoiioim and taste were fa- 
\ orahh thought to be among the at- 
tributes of wine. "Gracious living" 
and "nice people" were also as>ociated 
with wine in the minds of most of 
those interviewed. Factors that might 



add to w omen's intei est in sor \ ing 
wine are that it is popular!; considered 
a mealtime drink, good for the health, 
moderate yet festive. 

Most encouraging facet of the* Roper 
report, from the point of view of wine 
producers, is the revelation that there 
is a greater customer potential than is 
being realized among people 1 who al- 
ready like and accept wine. The prob- 
lem is not one of educating tastes but 
of reminding those who like the prod- 
uct to go out and bin a bottle for 
tonight's dinner. 

To do the sales job for King's, Fei- 
genbaum and Werman created a char- 
acter called The Frenchman. His was 
a role designed speeifleall) for radio 
and particular!) for the* kind of ex- 
ploitation possible over W PFV As ex- 
plained b\ WPFVs sales manager Frv 
Rosner. the agencv took advantage of 
WPFX s music and news format which 
is monitored b\ a stafT of fi\ e per- 
sonalities. I W PF\ prefers "person- 
alities" to "disk joeke\s.'"l 

The Frenchman announcements are 
half live, half recorded, lie i> intro- 
duced as if he were present in the 
studio, and is preceded b\ a few bars 
of a melodv from some pop number 
like the "The Song From Moulin 
Rouge or 4t l Lo\e Paris." Then The 
Frenchman speaks: 

"Ah! There you (ire! This is The 
Frenchman.' (A few da\s after the 
first Frenchman commercials made 
their debut. the\ produced an unex- 
pected dividend in the form of a catch- 
( Please turn to page !>I I 
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REPS TODAY: 



THE EYES AND THE 



EARS OF NATIONAL 



ADVERTISERS 



\/()I)ER\ REPS HUE THE FACTS AM) FIGURES 



FOR BUYERS SEEKEYC MARKET DATA 



I line i> no Mirer way to increase >alcs than to really know the product you're selling. 
New >ht*ll product checked locally (from 1.) W . 11. Ilarrell, retail mgr.: J. C. Hopkins, sles. 
mgr.; \\. C. 1 1 iggenhotham, sles. pro. -ad. mgr., \tlanta, all Shell; K. S. B>crly, katz \tl. mgr. 

/oil 

AHEAD 





SHELLUBRICATIOM 




uppose you're planning an ad cam- 
paign for a bab) food. You're think- 
ing of spot tcle\ ision. but you'd like 
lo know how main one-\ ear-olds tbere 
are in tbc 22 markets } ou bare in 
mind. 

How do }ou find population figures 
on one-Year-olds? 

w 

One of vour first moves, if you're 
an agency or a client, should be to 
cbeck a radio and tv station represen- 
tati\e. Tbese days, lie's right on top 
of answers lo questions of this type. 

Tbc rep no longer mcreK submits 
avails, a routine count v -by-county cov- 
cragc map and tbc lowest cosl-per- 
1.000 in bis rate book. His selling to- 
day can be described as creative and 
mature 1 , lies selling and servicing the 
acherliscr in a more penetrating way 
than ever before. \\ itli this broadened 
concept of lime sales, the rep is adding 
stature lo bis own profession and to 
thai of advertising. 

\ot every rep. of course, is equipped 
to come up with the number of people 
in Otlumwa. Iowa, who have one blue 
and one brown eye, or lo come up 
wilh the answer in two hours. But 
most reps have quantities of statistics 
which serve as sales-clinchers in their 
selling arguments and which can ease 
the Inner over many a tough market- 
ing spot. 

The information can be of a nation- 
al character, provided by the represen- 
tative's headquarters stafT. or it can 
concern purely regional or local data, 
which a marketer needs lo develop his 
local sales potential more fullv. 

One of the reps which is particularly 
well geared lo service the agency and 
client broadcast buyer wilh specifics 
of ibis kind is The Katz Agency whose 
approach typifies the current trend 
among reps lo provide informalion-in- 
dcplh. 

These examples of service requests 
filled hv The Kalz Agency stafT in re- 
cent weeks illustrate the scope of the 
service, which an advertiser can gel 
today . 

► A drug product: Kalz provided 
answers to a detailed request from an 
ad agency which had just taken on its 
firsl proprietary drug account. I he 
client planned to introduce a new drug 
store item for children wilh use of 
spot radio and tv in *ix markets. 

Here's what ihe client asked for and 
reeeh ed from the rep: 

1. Corporate (si reel boundary 1 area 
population in each market. 
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2. Audit Bureau of Circulation re- 
tail trading area for each market. 

3. Number of families in the home 
county in which the cit\ is located. 

4 Number of children under six 

« 

years of age in each market. 

5. Percentage of radio homo in 
the count). 

6. Percentage of television homes 
in the county. 

ml 

7. Effective buying income for fami- 
lies in the home county. 

8. The relationship of bin ing in- 
come to tlie national average, in plus 
or minus terms. 

9. Drug sales per family per year 
in the county, with the relationship of 
this figure to the national average. 

10 t A list of all radio and tv sta- 
tions in each market, with data on 
affiliation and coverage area. 

11. Cost of a schedule of one-min- 
ute announcements in da\lime radio 
and tv. 

► New business pitch: An ad agency 
planned a presentation to a client for 
new business and needed some argu- 
ments to bolster its tv recommendation. 
It asked for and got examples of spot 
tv advertisers who in the past three 
years have increased their spot tv ex- 
penditures from less than $100,000 to 
$500,000. 

► Irrigation equipment: A Midwest 
agency, handling irrigation equipment, 
asked for (1) a list of states with more 
than 100,000 acres of irrigated land. 
(2) the number of irrigated farms in 
each state and (3) the total irrigated 
farm acreage of each. 

► Food product: A food manufac- 
turer requested a dossier of recent suc- 
cess stories on food advertisers who 
have been buying institutional spot ad- 
vertising. The client also asked for a 
comprehensive analysis of tc\e\ ision 
rate trends in the top SO markets. 

► Deodorant : A new deodorant, 
planning a heavy introductory spot 
campaign using both radio and tele- 
vision, was interested in what the com- 
petition had been doing. It got infor- 
mation from Katz on current spot ra- 
dio and tv buying patterns of competi- 
tive products. 

► Frozen food: A New York com- 
pany, producing a regional frozen food 
line, wanted to know when supermar- 
kets closed their doors in his marketing 
area. The Katz Agency's field force 
checked each city and came up with 
closing times as they were requested. 

(Please turn to page 96) 




PGW preview* market data: from 1, Jack Thompson, asst. >h. 



in 



radio ; 



Kussel Woodward, ex. v. p.; 11. P. Peters, pres.: Jack Brooke, E. t\ -N. iwg. 



$100,000 for market study 

Peters, Griffin, IF oodivard researches 57 local markets 

TThe expanding role of the station representative in servicing 
agencies and advertisers with facts and figures was dramatized this 
week with release of a $100,000 marketing project by Peters, 
Griffin, Woodward. 

This sum, representing out-of-pocket coMs as well as staff sala- 
ries, was spent by the rep to produce an exhaustive series of 211 
studies covering each market where it represents a radio or tv 
station. 

Answering "an industry demand of some 20 years' duration,'* 
Peters. Griffin, Woodward early this year put its promotion and 
research staff on the job of collaborating with its six field offices. 
Their job: to compile basic market data which an advertiser needs 
to know in order to reach — and to sell a local market effectively. 

Lloyd Griffin, vice president, explains that the market informa- 
tion provided "is available in one place or another, but much of it 
never seems to be where we can put our hands on it when we want 
it in a hurry. Now we can take the buyer, the account man or the 
client on a 'tour* of the city in less than an hour, yet he learns 
things which he couldn't get in a three-day trip to the city itself." 

This is the type of data which PGW has collected for its 32 
radio markets: a detailed description of the market area, with city 
history, population, local habits, bank deposits, income, local in- 
dustry; retail outlets (drug, department, food, etc.); newspapers, 
tv and radio stations, with space and time rates, circulation, power; 
ratings and county coverage of the PGW station there. 

Data for 25 tv markets includes these basics, as well as such 
information as when youngsters get out of school, altitude, tem- 
perature, retail sale< by product type, category, office hours, airline 
service, hotels, car registration, principal highways, college en- 
rollment. 

To introduce its new market analysis. PGW is mailing a copy <>f 
each of the 32 radio market reports and one sample t\ brochure 
to 1,680 agencies and 967 national advertisers this week. Mailing 
will go to the seven cities where the rep has offices. New York, 
Chicago. Detroit, \tlanta. Fort Worth. Los Angeles and San 
Francisco. 

The national project is an outgrowth of similar market report** 
on 12 radio markets circulated by the company in 1951. Because 
of their usefulness to the buyer, the reports were expanded in detail 
and in quantity. PGW salesmen will use these reports in contact- 
ing buyrs. account people and clients. 

PGW will circulate a total of 250.000 printed pieces including 
filing folders for each market and a new tv promotion broehuri 
''Dames in the Daytime." * * 



SPOT TV SPENDING U A 



Tl'i; ESTIMATES SIIOII SPOT SOARING FROM S 100.209.000 I A 



N ational and regional ad\ertiser> spent oxer So. 000. 000 more for spot t\ time 
during the second quarter of 1956 than during the first. Spending hit a total of 
S105.584.000 compared with £100,209.000 the first quarter. This was the pic- 
ture of >pot tv grow th emerging as the Telex ision Bureau of Advertising released 
the third of its quarter!) reports on spot television expenditures covering April. 
Ma\ and June 1950. 

The T\ B figures are based on aeeonnt activity reports from 300 tv stations in 
203 markets made to the V (>. Uorabaugh Co. Gross one-time rates as of Janu- 
arv 1950 were used to produce estimates of the dollar expenditures b\ individ- 
ual advertisers. 

Data released b\ TvB and shown on these pages includes; a breakdown on 
spending b\ time of day and type of announcement used; a breakdown on ex- 
penditures b\ product classifications; spending by the top 200 spot t\ clients: 
and the top 10 agencies in spot tv billings. 

1 he second quarter 1950 figures show marked changes in acti\it\ among in- 
dividual advertisers compared with the first quarter. Lever Bros., for example, 
has almost tripled its spending, going from 3oth-ranking spot tv client in the 
first quarter to 9th in the second, General Foods moved from 4th to 2nd. Philip 
Morris and Colgate-Palmolive showed sharp increases. Kevlon. which wasn't 
among the top 200 in the two pre\ ious TvB reports, now is number 12. 

Reflecting the fall-ofT in automotive advertising aetivih in all media, expen- 
ditures b) the automotive firms are down in general. 



HOW SPOT TV SPENDING BREAKS DOWN BY 
TIME OF DAY ON AIR, TYPE OF CAMPAIGN* 



DA) 
MG1IT 

LATE MCI IT 
TOTAL 



$36,71 1.000 
S38.S89.000 
$10,281,000 
8103,381,000 



31,8<7 r 
3 3 . 3 9r 
9.7% 

100.0% 



// \ xoi. \ ci: \iK.\rs 

ID's 

rARTicii' trios s 
si i on >' 

TOTAL 



$17.00 1.000 
SI2.o29.000 
$2 1.2.10.000 
$21,801,000 
SI0.1..181.000 



I 1 .97c 

2:i.o<7 r 

20.6% 

100.0% 
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i MILLION IN SECOND QUARTER 

* ?R 1936 TO $103,381,000. MAW CHANGES \MO\G LEADERS SUOH A. SEE \E\T /' ICE ► ► 

I FOODS STILL WAY OUT IN FRONT AS LEADING CLIENT TYPE 



Product category 


Spending estimate 
4th quarter '55 


Spending estimate 
1st quarter '56 


Spending estimate 
2nd quarter '5G 


AtrixiiA IjI I txh 


C"J7<> aaa 
bo ^o,(HiU 


C'9 1 A / 1AA 

bolO.OOO 


•>t>~7«IHJO 


slt^ij, it Vj Fj tX 4V H til is 


v>y. hu.uuu 


<0 9 09 AAA 


w<i mi«i iiiiii 


4 1 f f f 1/ 1 f f / V f V *J I/VTri'7 1 4 I V 1 1 V V T 1 

AjiLf&E*Mi?4i\ i hi\ i Ltx 1 Atn Mh,i\ 1 


*M Iv.OOU 


blo / .(H)0 


3 1 'S7J.1FOII 


AU I l/JtiJ tit Vj 


C:^ 'JO 1 MOO 


t^O '") f> /^ AAA 




wtt if n i v/"* if iTi;i>i 4i riA'Tf ^ i> i / w i > 4 1 vt c 
ISLILUiiMw MAIlAxtAtj. ttXiL txhci^ / /l/i> / > 


C' 1 A/^n AAA 


boOo.O'JO 


^ 1 • 1 4 i)«UUU 


LtA/t litiSi* IV ALL Exit,?) 


bz. too.OOO 


l*' 1 —A') AAA 

bi. <9o.0U0 




LUAvrAsI IUi\S iv >C7r / DtxtAKS 


if-- — om AAA 

bo,ovl,()(J(3 


b4,0 < o.OOO 




/"v ivci 'iii/p c it* i > i/ 1 z"' 1/ 
LU.y^LMijix SLixl ItshS 


df- *J 11/" AAA 

bo, I lo.OOU 


o r\ " AAA 

bz.9oz.000 


•> PW* 4k 4k 4k 


(J/aRft I #(.,.> iv / l/lLlti I i\ tilt j 


b i.oO LUUO 


C' T 1 tO AAA 

b / .44Z.000 


W*4k t 1 1 11414k 

1 1 ,111111 


i/tjiy i Atj t txl/tJl (,l^> 


Oo ^"""A; AAA 


0 I 0£9 AA/\ 

b4,z.oo,0( )0 


V 4 A 4 *> 414141 


iJixL/tw i ixUiJULlc) 


C^><) AAA AAA 

bo. 9()y. ()()() 


O 1 A A/1/ ^ 

b!0. ^z(>.0(J(J 


II* O 414141 


17/1/ k # 1 i>, 1/ I » V MtM*/H\I!/^ r TL: 


1*^. r> T 1 A/" AAA 

bz /. 1 ()().()()() 


l^Of) 1 /* 1 AAA 

bz8.4Gl.000 


NJJf.,&it 1 •000 


iw Aixl9tji\ ciUt t Ivlli^ iv VjiJL ii Miiii\ i 


C' 1 '3 AAA 


^ 1 O 1 AAi 1 

blo4.000 


N 1 111 A)\}\) 


i*A?)lJt J itL>rj iv I^C i>ixtijAi\ i 5 


Co /" no AAA 


t^O lOO AA/\ 

bo. I zo. 000 


4^ 4 •» 4k #• 4k 4 k 4k 

S 1.^0n,000 


iiUthLS) ixLSUix i b, txhc* t AL IxAl\ l b 


^ ^ A AAA 


^ 1/1 A/\A 


£1* 4 k 4 k 4k4k4k 


tHJL jijttlftjtJ ltL?jA t \ t*i\r>) i ULIoii hb, tt AAi^b 


O Ai i 1 AAA 

bz.()( 14.000 


tf*> 1 ^ ^~ A A/ \A 

b l.o<9.000 


*>4k ■ 4k 4k 4k 

S2.t>0 1 .000 


tiUL cirjlllJljlJ At t LlAALr^b 


o 111 AAA 

bz.444.000 


bl.oOo.OOO 


t* *k 4 llik 4k4k4k 

1.50.000 


fl/i/ / Wf/ff/lf 11 #/# 7 1> VI W 1 1 1 V/ 1 c 1 
tHJU SijiUJljlJ ft #\i> #J>## /iMO 


t?*' f > O O AAA 

bo33.000 


t*^^™/*0 A/\A 

bi 68.000 


£>4k"*tffe 4k4k4k 

s;>.>u.ooo 


ttUl 3tjtt 1/ tjtP ijsil 'j> IV f\ 1 I txi/tJl Ii / ^ 


C' 1 '3 1 <> AAA 

b4.olo.00t) 


^■1 " n AAA 

b4. i I / .OOO 


fc* *» 4 4k4k4k 


rti/L SVjtHJijtJ I At nix I txlJUUlj i 


l*' A ^ 1 A A/'V 

b9.i 1,000 


1 IaO aA/\ 

b 1,1 08.000 


■ v iktt 4k4k4k 


HOUSEHOLD GENERAL 


$992,000 


$975,000 


S 1.05)2.000 


NOTIONS 


$200,000 


$80,000 


SJHt.OOO 


PET PRODVCTS 


S1.29LO00 


$9, ,> ,6.0()0 


81.17 1.000 


PUBLICATIONS 


$133,000 


$564,000 


8 000 


SPORTING GOODS, BICYCLES, TOYS 


$659,000 


$98,000 


.SI 02.000 


STATIONERY. OFFICE EQUIPMENT 


$105,000 


$73,000 


.85 1.000 


TV n RADIO, PHONOGRAPH, MUSICAL INSTS 


$1,616,000 


$626,000 


.8551.000 


TOBACCO PRODUCTS & SUPPLIES 


$6.4-10,000 


$7,081,000 


87. .571.000 


TRANSPORTATION & TRAVEL 


$1,000,000 


$665,000 


8»0».000 


WATCHES, JEWELRY, CAMERAS 


$2,138,000 


$1,834,000 


8 1 .0U2.000 


MISCELLANEOUS 


$91 1,000 


$1,040,000 


$1.1 1 1.000 


TOTAL 


$103,872,000 


$100,209,000 


SI05.53M.OOO 
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WHAT TOP 200 SP&Sl 



HAS K ADVERTISER 


4TH QUARTER 


1ST QUARTER 


2ND QUARTER 

i y jo 


n A kl 1/ 

KANK 


A D V E RT IS E R 


4TH QUARTER 

1955 


1ST QUARTER 
1 956 


1. 


Procter & I ramble 


* 1.06 1.600 


■S5,782.800 


$6,5 -11.000 


51. 


Beni us Watch 


S 324.300 


S 417,000 


■i m 


(General F«mmN 


2,01)1.000 


2,05.3,800 


2.978\200 


52. 


ISocony Mobil Oil 


320.500 


227,100 


3. 


Brow n X \\ rlliaui-on Tob. 


2.739,000 


2,921.900 


2,673.100 


5.3. 


\\ Cs-on Oil & ^no^\ Drift 


267.200 


316,600 


l. 


N«*rliii» Dni*: 


1 .893,000 


2,252,800 


2.1.38,500 


51. 


S t »id eh a ker- Packard 






5. 


< .*nl*iat<*- l'alnif >] i% «* 


1 ,23 1 .000 


1.583,100 


2.1 1.1.700 


55. 


Campbell Snip 


763.100 


495,600 


6. 


Philip Morris 


1.175,700 


1.512,200 


1.833,100 


56. 


National Dairy*** 


18L100 


200.500 


> . 


National Biscuit 


1.158.500 


1,178,100 


1,735,900 


57. 


1 nternational ( 'dlucotton 




181,100 


8. 


Mile- Laboratories 


1.561,100 


L696.900 


1 ,392.600 


58. 


Lo- A nj*ele- Brew ing 


258.300 


97.800 


9, 


Le\er Brother- 


394.100 


471,000 


1,263,900 


59. 


Proctor Flectric 


25 1 ,900 




10. 


Liggett & \lyer> Tobacco 


902.000 


1.122,900 


1,237,100 


60. 


Piels Bros. 


107,900 


391,200 


11. 


( 'oca ("ol a 


835,300 


651.800 


1,215,100 


61. 


11. J. llcinz 


301,000 


327,300 


12. 


Kcvlon 






1,191,100 


62. 


Standard Oil of hid. 


182,000 


230.200 


13. 


General Motor > 


1,123,700 


1,261,200 


1,170,700 


63. 


Fal-tafT Brewing 


351,900 


377,900 


1 1. 


\\ . k. kello^j: 


1,199,300 


1,780.000 


1 ,1 39,600 


61. 


Better Livino; Enterprises 


153,900 


39.3,900 


If). 


Hulova Watch 


1,2.38,900 


1,228,100 


1,121,600 


65. 


llainm Brew ing 


27-1,200 


260,300 


16. 


(Continental Baking 


609.000 


761,100 


1,103,200 


66. 


Tafon Dist. 




355,500 


17. 


\mcr. Tel. & Tel/' * 




1,113.300 


976.700 


67. 


J. \. Folger 


421,300 


531,300 


18. 


Robert Hall Clothes 


1.215,500 


869,100 


973.800 


68. 


Swift 




100,000 


19. 


I lartn Product* 


.319.200 


1.059,900 


916,500 


69. 


\ineiican Dome Foods 


251.600 


313,800 


20. 


Delaine Sealer 


522,500 


725,200 


890,900 


70. 


Beechnut Packing 


258,300 


262.700 


21. 


Cliarle- \ntell 


217,800 


817,300 


813,700 


71. 


Welch Grape Juice 




169.500 


22. 


Ford Motor 


1,716.800 


985,100 


762,900 


72. 


Carnation**** 


183.500 


258.800 


23. 


W arner- Lambert Pharrna. 


755,200 


725,900 


715,100 


73. 


\merican Chicle 


217,100 


224.300 


21. 


Minute Maid 


166,700 


8.39,100 


680,200 


71, 


Safeway Stores 


313.700 


211.300 


25. 


Standard Brands 


265,100 


285.600 


673,100 


75. 


Saluda Tea 


308.600 


355,900 


26. 


Nehi 






616,000 


76. 


Pacific Coast Borax 


265,500 


214.900 


27. 


Block Dru«r 


879.900 


751.200 


613,100 


77. 


Sai dean 




135.300 


28. 


(!oni Prodm ts Refining 


117,300 


125,900 


61 1.100 


78. 


(ire> hound 


155,100 


115,600 


29. 


Floi ida ( lit in - ( loinin. 


598.500 


698,500 


589,000 


79. 


5 Day Laboratories 






30. 


R. J. Reynold- Tobacco 


550,100 


187,800 


558,700 


80. 


Simoniz 


122,100 


227,900 


31. 


Sales Builder- 


368..300 


.371,000 


519,700 


81. 


Simmons 


1-17,700 




32. 


Harold F. Ritelrie 


703,300 


612,000 


5 16.900 


82. 


Top \ aim 1 Fnterpi i-esp 




147,000 


33. 


Pcp-i ( !ola 


128,000 


.373,700 


5 15,700 


8.3. 


Armour 


289,500 


310,500 


31. 


Borden 


286,200 


573,600 


5 15.200 


81. 


B. F. (Goodrich 






35. 


Toni 


1.36,800 


197,700 


530,700 


85. 


Morton Frozen Foods 


123,200 


216.300 


36. 


Fs-o Standard Oil 


55.3,600 


5.31.500 


528,000 


86. 


Coty 


672.800 




37. 


Ne-tle 


96 1 ,600 


512,100 


521,000 


87. 


Hills Bros. Coffee 


250.200 


103.500 


38. 


P. Ballantiue & S>n> 


1 16,700 


129,600 


51 1,200 


88. 


1 la \> ley & Hoops 


25.3.700 


286.100 


39. 


RC \ 


323,300 


.31 1.000 


171,700 


89. 


Mennen 


180,100 


276,300 


10. 


l)u Pont 


356.700 


117,000 


170,100 


90. 


F. & J. Gallo Winery 


256,800 


388,100 


11. 


P. l.orillard 


i.OW, )\)\) 




HiO (M) 


91 


I ^ K ubbei 






12. 


(General Fleet rie 


182,500 


121.700 


159,300 


92. 


\ c\ P 


286,800 


286.600 


13. 


Northern Paper Mills 


130. 100 


1 18,100 


153,100 


9.3. 


Phai niacenticals. Inc. 


226,800 


267.500 


11. 


( .arlinf: Brewing 




261,000 


137,600 


91. 


Liebmnnn Breweries 


229,100 


206,500 


15. 


Fee, Ltd. 


266.200 


270,000 


128.900 


95. 


Oeneral Baking 


.395,200 


230,300 


16. Nokcly- \ an (>arnp 


361,500 


389,900 


1 15,600 


96. 


Koto-Broil 






17. 


< hr v-ler 


558.100 


181,700 


11 1,600 


97. 


Peter Paul 


567,900 


721.700 


18. 


' .hesebiou^h Poud- 


111,700 


171.500 


11 1,500 


98. 


Avoset 






19. 


\nhciwi Rum h 


263.000 


325,100 


105,300 


99. 


Sunshine Biscuit 


.315.900 


203.100 


10. 


Shell (hi 


161.800 


321.600 


103,200 


100. 


M. .1. B. 




116.500 



I - 1 



2ND QUARJ 

19^6 ||«K 



s lo^ajit^ 

400,4 

387,81 ? 
387,1 
380,5 
376,8 

372,9 
361,4 
359,31 L ] 
353,8 
311,1 
341,2 
330,0 
329,1 k :) 
321,3 

324. 01 fi 
3 1 7,9 
31 7,7* 
317,6 
314,1 
302,41 
301,3 
301,2< 

30 1.2 A 
298,9' k 
295,5< 
293,7*1 
287.8(1 
287,0fl^ 
271,1 J 
270,5^ 
266,2^ 
257,9^ 
256,2c 
251,31 
251,31 . 
249.6* 

2 18.51 

247,7^ 

236,7(| 

231.2H 

233,8^ 

225,9(' 

222,61. 

22L7( 

22 1 ,3(j 

216.1*1 

214,5(j 

212,8tj 

208,9(! 



tli c 1 1 mat «• l»;i«<c(l < i) N C Hunil 
n It nil rt'^l'iiwil l< h'(»h«iiic c(oi)i>:i))i< 
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SPOT TELEVISION 



1 T 1 1 

4T M 


nil A DT C D 

UUAKI Ln 


iCt nil a dt r d 
IbT UUAKI Ln 


own nn a DTr p 


3A N K ADVERTISER 


1955 


1956 


1956 


01. Pabst Brewing § 


291,200 


S 313.500 


S 207,300 


02. Kayco 


203,900 


106,000 


206,200 


03. Sealy Mattress 


181,700 


218.700 


202,300 


04. Rath Packing 




108,100 


200,600 


05. Slenderella 






200,400 


06. Dr. Pepper 






198,300 


.07. D-X Sunray Oil 






198,000 


.08. CVA 


355.200 


96,100 


197,300 


09. Lewis Food 


199.100 


212.000 


191,800 


10. Duncan CofTec 




1 18,300 


194,500 


11. Best Food* 


211,300 


319, 100 


193,100 


12. Kroger 


143,500 


156,900 


191,700 


.13. Wildroot 


311,300 


361,800 


190.300 


111. Langendorf United Bkrs. 


181,100 


1 15,500 


189.200 


115. Montgomery Ward 


123,300 




186,700 


116. Paxton & Gallagher 


1 12,700 


155,100 


179.200 


17. Drewrys, Ltd. 


166,300 


134.000 


177,500 


118. Bristol-Myers 


252,300 


384,800 


175.300 


119. Wrigley . 


107,300 


107,300 


175,300 


120. Seven-Up 


399,600 


368,400 


175,300 


L21. Hudson Pulp & Paper 


157,500 


192,800 


174,000 


[22. National Brewing 


191,800 


186,900 


173,000 


L23. B. T. Babbitt 


192,500 


433.200 


172,000 


[24. Schlitz Brewing 


122,200 


110.500 


168,400 


125. Phillip^ Petroleum 


193.600 


168,600 


167,800 


126. Ralston-Purina 


117,180 


149,400 


165,500 


127. American Bakeries 


236.800 


190,500 


164,100 


128. International Salt 




100,200 


163.800 


[29. Geo. Wiedemann Brewing 


137,800 


128,200 


163,600 


130. Cream of Wheat 


172,700 


221,500 


162,600 


131. Pellex, Inc. 






161,800 


[32. Ward Baking 


201,900 


162,200 


161,400 


[33. Avon .. . . 


296,700 


174,100 


157,600 


131. Petri Wine 


337,200 


122,400 


155,800 


135. Emerson Drug 


122.700 


107,600 


152,900 


[36. W. F. McLaughlin 


129,000 


179,100 


152.800 


137. Blue Plate Foods 




129.800 


152,700 


138. G. lleileman Brewing 


131,200 


122,300 


150.000 


[39. Lucky Lager Brewing 


1 17.200 


202,200 


1 18,900 


140. B. C. Remedy 


123.600 


171,600 


1 18,700 


14L Richfield Oil 




135,200 


148,000 


[42. Quaker Oats 






1 17,700 


143. Assoc. Hospital Service 


117.200 


120,100 


147.200 


IH. General Electric Supply 






146,900 


145. Gold Seal 




122,400 


143,600 


146. Jackson Brewing . 


150,800 


153,000 


143,600 


147. C. B. S. 


401,000 


115,600 


143,100 


1 18. U. S. Tobacco 


224,300 


306,700 


1 10,600 


1 19. Glamorene 


132,500 


264.200 


1 10,200 


150. Continental Oil 




124.500 


139,000 



"Tvlt estimate based on N. C. Korabaugh data, ltlank space In llh Quarter 1055 and In 1st 




4TH QUARTER 1ST QUARTER Nd U u A (• " E R 
RANK ADVERTISER 1955 I9M? 



151. Scriplo 






> 13K.20O 


152. Rev. Oral Roberts 




s 97.6(H) 


13 1.200 


153. American Tobacco 






133. 600 


151. Wm, R. Roily 


J 122,900 


120.000 


132.600 


155. Dorniin 






130.800 


156. Libby, McNeil & Libby 


186,900 


203,500 


129.600 


157. Whitman & Son 


200, 100 


105,800 


129,300 


158. Bank of America 


126,200 


143.600 


127.600 


159. General Cigar 


1 18.600 


110.100 


127.100 


160. Quality Bakers of America 


160.300 


130.900 


126.900 


161. Jacob Ruppert Brewery 


236.000 


1 1.3.100 


126,900 


162. Grant Co. 




188.700 


123.900 


163. Johnson & Son 






125.300 


16 1. Buitoni Products 


133.800 


135.800 


123.800 


165. Foremost Dairies 






123.300 


166. General Petroleum 






122.300 


167. General Mills 


3 19.800 


217.500 


122.100 


168. F. & M. Sohaefer 


188.600 


213.500 


122,100 


169. Household Finance 


167,000 


135.100 


122.100 


170. Dumiesne Brewing 




138,200 


121,800 


171. San Francisco Brewing 


300,600 


155.500 


1 2 1 .800 


172. Walgreen 




126.100 


120,600 


173. Milner Products 






120.300 


174. Adell Ghemical 






1 18,300 


175. Ilolsum Baking; 


127.000 


105,600 


1 17.000 


176. Kitchens of Sara Lee 






116.700 


177. Standard Brewing 

* — 






I 16,700 


178. Lone Star Brewing 






1 16,300 


179. Mishawaka Rubber Wool 






1 16.200 


180. S. S. Kresge 


1 92,300 




1 16.200 


181. DufTy-Mott 


176,300 


207.900 


1 13.100 


182. West Fnd Brewing 






1 12.300 


183. International Milling 


139.500 


132,600 


1 12.100 


181. Standard Oil of Ohio 


182,600 


199.900 


1 1 0.900 


185. Jim Glinton Clothing 




105.900 


1 10.100 


186. Drackett 


136.100 


126.600 


110.100 


187. American Sugar Refining 






109.900 


188. Magnolia Petroleum 






109.300 


189. S. S. S. 




100.700 


1 09, 1 00 


190. Grocer) Store Products 




181.100 


108.200 


191. General lire X Rubber 






107,800 


192. Regal \mber Brewing 






106.000 


193. Oscar Maver 

* 




97.100 


106.000 


191. Keebler Biscuit 






103.700 


195. Frito 




101.700 


101,700 


196. J. H. Williams 






103.300 


197. Marlowe Chemical 




9 1.900 


103,300 


198. Eastern Guild 


227,300 




101,800 


199. Stroh Brewing 


130.500 


100.300 


101,800 


200. Lo-Calory Food 






100,200 


H»r>rt columns above nu-uu* advrrllser was 


noi among tup 


200 In period. 
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TVB REPORT HAS 

MANY BY-PRODUCTS INCLUDING 

TWO SHOWN BELOW 



TOP 10 AGENCIES IN SPOT TV BILLINGS 





4TH QUARTER - 55 




1ST QUARTER 56 




2ND QUARTER '56 


7. 


7Vv/ Hales 


7. 


Ted Hates 


7. 


Ted Hates 


2. 


Leo lini licit 


2. 


Leo Ihunetl 


2. 


McCann-Ericson 


3. 


1/ eCnnn-Ericsmi 


3. 


M eCann-Li icson 


3. 


) onng & Rubicam 


4. 


lililH) 


4. 


Da in ei -Fitzgei a Id Sa m pie 


4. 


Leo Burnett 


5. 


Da in ei ■/■ ilzfierald 'Sample 


5. 


lientoii & lion les 


5. 


Benton & Bowles 


6. 


llenlon iK: Mon ies 


6. 


) onup & Rubieani 


6. 


BBDO 


7. 


) oniifi S: liulneani 


7. 


LliDO 


7. 


Daneer-Fitzfier aid-Sample 


8. 


C.ompton 


8. 


Coinplon 


8. 


Conipton 


9. 


.1. H alter 1 lumipson 


9. 


\\ illiaiu Esly 


9. 


J. 11 alter Thompson 


70. 


(I u mi iiiji.li am & 11 alsh 


70. 


Cunning/loin tt" 11 nlsli 


70. 


William Estx 




SPOT TV GAINED 2.654 CLIENTS BETWEEN '49 AND 56 



Mcii-ui'c of expansion of -pot tcle\i-ion ;n'li\ilv 
pio\ ided li\ \. C. ISorahiiiigh li-t of number of 
-pot l\ a(!\ci -li-or- in -econd qu;irlei> ol \ear> 
1919 through 1956. Note, however, that after 
lar<;ei jump- ol prr\ iou> >ea>on>-, 7>() \ r>r> 
-how- jiain ol oiil\ lOo <lienl>. This would m'ciii 
lo point to I lie rapid nialiiiiilioii of tin* medium. 



2ND QUARTER 

1949 

1950 

1951 

1952 

1953 

1954 

1955 

1956 



NUMBER OF ADVERTISERS 

324 

7.-51 
1.00 1 
1.3K-1 
1.1570 
2.527 
2.!! i •> 
2.97!! 
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SI'OVSOK 



20 u ca st 1956 



WDBJ-TV 




NOW 



63-county total coverage! 



TOP 
POWER 

316,000 watts 



TOP 
ELEVATION 

2/000 Ft. above average 
terrain — 3,936 Ft. 
above sea level 



WDBJ-TV goes to maximum power 316,000 watts — this month . . . backed by 

a power-paclced viewer promotion program throughout its coverage area of more than 
2 l /2 million population. All Western Virginia and portions of North Carolina and West 
Virginia are included in this rich market where retail sales total about 2 billion dollars 
annually. 



Here's the breakdown in population that will be reached by WDBJ-TV: grade A 
coverage, more than 862,000; grade B, nearly 700,000; 100 MV, over 1,045,000. Home 
city — Roanoke — is one of the 50 fastest growing cities of over 100,000 population in 
the U.S. The WDBJ call letters have been a familiar voice in the area for over 32 years. 



A 



CBS 

TIUVISION 



EXCLUSIVE AFFILIATE 



For your cop/ of WDBJ-TV's county outline map with principal cities 
shown, write the Station directly or ask Peters, Griffin, Woodward. 




CBS 



u\ I Owned and Operated by TIMES-WORLD CORPORATION 

PETERS, GRIFFIN, WOODWARD, INC., National Representatives 



CHANNEL 
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WBUF. Channel 17, Buffalo, is sett 



NBC 

levision 



a new 
ddress 



Buffalo 




As of August M, WBUF is the basic affili- 
ate of the NBC Television Network in the 
nation's I 1th market. Now, with all the 
big NBC-TV shows coming to Buiialo 
exclusively on WBUF, local and national 
spot advertisers are staking out prime 
availabilities next to top-rated stars like 
Pern Conio, Bob Hope, George Gobcl, 
Croucho Marx, Dinah Shore, Jack Webb, 
Steve Allen, Sid Caesar . . . next to top- 
diawer special events like the World Se- 
lies, ncaa Football, NBC Spectaculars! 

Winn's more, WBUF is tipping its cover- 
age area - increasing power to 500,000 
watts and shifting transmission to a new 
740-foot tower (13 1 ( J feet above sea level) 
— to bring additional Greater Buffalo 
counties within reach of the WBUFsi<mal. 

o 

In the first seven months of this year, only 
a limited number of NBC-TV programs 
were aired by WBUF. Yet so strong was 
the appeal of those few network shows, 
coupled with WBUF's superior film pro- 
grams, that i'hf conversion in Buffalo's 
metropolitan area rose an impressive 
52.5%-from 105,000 to 160,100! 

Now i\ the time to join national spot ad- 
vertisers like Bnlo\a, Coca Cola, Lever 
Brothers, Liggett & Myers, 1\ Lorillard, 
Philip Morn's, Simmons Mattress and 
Bell Telephone in discovering the selling 
power of NBC's newest basic affiliate. 

With WBUF, Buffalo-as with each of the 
NBC Spot Sales Stations — it's the happv 
marriage between NBC quality program- 
ming and outstanding local shows that 
makes it the choicest buy in its market! 

There's always something extra on the 
stations represented by NBC Spot Sales. 




REPRESENTING THESE LEADERSHIP STATIONS: 



SPOT SALES 



NEW YORK WRCA, WRCA-TV 

SCIIENECTADY- 
ALBANY-TROY WRCB 



IIUFFALO WBUF SFATTLE-TACOMA KOMO, KOMO-TV 

LOUISVILLE WAVE, WAVE-TV LOS ANGELES KRCA 
CHICAGO WMAQ, WNBQ PORTLAND KPTV 

SAN FRANCISCO KNBC 



PHILADELPHIA WRCV, WRCV-TV 

WASHINGTON WRC, WRC-TV ST - LOUIS KSD, KSD-TV 

MIAMI WCKT DENVER KOA, KOA-TV HONOLULU KGU, KONA-TV 



! 



WIBG roft SALES AcrfOM 




Personalities 
that 




DOUG ARTHUR 





RAY WALTON 





BOB KNOX 



JOE NIAGRA 



as well as 

ENTERTAIN 




TOM DONAHUE 




TONY BOURG 




FRED KNIGHT 



BUT that isn't all! WIBG offers PLUS 
BONUSES to ADVERTISERS, in addition. 

Car Cards on the most traveled transit 
routes. Outdoor Boards ... 24 Sheet 
& Painted Billboards around the town 
plus Direct Mail plus Trade Paper ads. 
NEXT TIME YOU WANT TOP RESULTS 
schedule WIBG. 

PENNSYLVANIA'S MOST 
POWERFUL INDEPENDENT 
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^^olitical com entions tire fun. like cham- 
pagne. And perfume beautifies a woman like 
champagne puts sparkle in the brain ! That's 
why Lanvin bought a political telecast!" 

This Upieal French logic comes from a topical 
Frenchman, Edouard L. Cournand. He's presi- 
dent of LanvimParfums Inc.. the New ^ ork firm affiliated 
with the Paris perfumer who produces such exotic scents as 
Arpege and M\ Sin. 

Lam in. in a move which may be thought unromantie hut 
which it considers eminent}} profitable, bought pro-nomi- 
nating convention highlights on NBC's six o-and-o tv outlets. 
Its $500 fancy black bottles of imported scents were plugged 
on 19 August in two half-hour Citizen s Union Searchlight 
shows originated from the eomention sites in Chicago and 
San Francisco. 

Why politics for perfume? 

Simple, says Cournand. '"Men rather than w omen hu\ 



PERFUME AND POLITICS: 
WHY LANVIN THINKS THEY MIX 



expensive perfume, as gifts for their ladies. \nd men like 
politics and watch political telecasts. 

^Nominating conventions are fun for e\ervbod\. The\ 
are events of rejoicing. And when people are happ\ the\ 
think of perfume and champagne and Lanvin.' 

Staid news panelists and Moderator Hen Grauer ca rried 
the local NBC New York show into five other top markets 
with Lanvin sponsorship. 1 he commercial format : a li\ e 
announcement for Arpege with June Graham, a film spot 
for M) Sin In Jinx Falkenberg and an on-the-spot appearance 
In President Cournand for the middle commercial. 

# 

Men understood all too w ell the prices mentioned in the 
t\ announcements- -from $12.50 to $500 for the extract (the 
real, unadulterated Arpege I. from $6 to $37.50 for the 
loilet water {adulterated). 

Hut price apparent!) is no deterrent, according to 
Cournand. whose compain spends about $500,000 annually 
on t\ and another - $100,000 on radio. * * * 
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BUT 



6-COUNTY PULSE REPORT 
IlAMAZOO-BATTLE CREEK AREA— MARCH, 1956 
SHARE OF AUDIENCE — MONDAY- FRIDAY 





6 a.m. 
12 noon 


12 noon 
6 p.m. 


6 p.m. 
midnight 


WKZO 


37% 


34% 


32% 


Station B 


19 


19 


19 


Station C 


8 


9 


9 


Station D 


7 


7 


7 


Others 


29 


31 


1 32 


Sets-ln-Use 


23.0% 


1 23.0% 


19.4% 



l V E: Battle Creek's home county (Calhoun) was included in 
f Pulse sampling and provided 30% of all interviews. The 
r five counties: Allegan, Harry, Kalamazoo, St. Joseph and 
Ihiren. 




rj 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 



YOU NEED WKZO RADIO 

TO REACH THE TOP 

IN KALAMAZOO-BATTLE CREEK 

AND GREATER WESTERN MICHIGAN! 

If you want to reach a larger Western Michigan audience than any 77/ O 
other radio stations can give you. put WKZO to work CBS Radio ior 
Kalamazoo-Battle Creek and Greater Western Michigan. 

1956 Pulse figures show that WKZO gets more listeners than any other 
TWO stations in the area combined, morning, afternoon and evening . . . 
gets the MOST listeners W0 ( ' t oj the time! 

Let your Vvery-Knodel man give you ihc whole WKZO story. 




CBS RADIO FOR KALAMAZOO— BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



*Edmund Hillary of New Zealand and Tensing Norkay of Nepal made the record-breaking accent on Mav 2 { ). 116.5. 
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BIG AGGIE LAND 




ONE OF THE FEW 
MAJOR MARKETS 

THE NATION WHERE 

TV MEANS 
T AINT VISIBLE 



74 °/i 
43 f 



of the area has less than 
0 507o TV penetration 



of the area has less than 
0 25% TV penetration 



Yes, radio is the basic medium in 
Big Aggie Land. It is the only effec- 
tive way to sell in this major U.S. 
market. The only medium that pene- 
trates this market. 

In population, effective buying income, 
and retail sales Big Aggie Land ranks 
with markets such as Philadelphia, 
Los Angeles, Detroit. WNAX-570, the 
Big Aggie station, completely domi- 
nates this area with a Total Weekly 
Audience of 100,000 more families 
than the second station. 

As a major U.S. market, Big Aggie 

Land belongs on your market list. As 

the one medium that delivers this rich 

market where TV means T'aint Visible 

\\ N \X-570 belongs on your media 
list. 

For detailed information call your 
katz man. 




WNAX-570 

YANKTON, S. DAKOTA 

A fiowlrn Slnlinn 
( US Kji.Iio 

Don. I). SuIIlvnii, 

A <K eriNIng Dirrrlnr 

Piulrr *ui mi' hi mi up *'• 

tin-ill iix K V I \ Clmmii'I 9, 
Sonv ( i( j , I ovi a. 



New developments on SPONSOR stories 




See: 
Issue: 



Tea Council's revision «if soft-sell 
inlo t\ 

14 June 1931. page 42 



Sill) lOCt • Tea Council** re\ ision of soft-soil 

theme 



Noticed the switch in the soft-sell theme of the Tea Council this 
summer? Iced tea advertising hy the Council has taken on a semi- 
documentary flavor with the idea: "Why don't we have iced tea 
more often?" 

Tying in on the drive are radio and billboards to complement 
the film commercials spotted throughout the nation. Budget for the 
spot tv campaign is one million dollars, the same amount spent in 
1953. Reasoning about the budget in light of rising time costs, 
Edward M. Thiele, Leo Burnett agency vice president, said the 
following : 

"If you can't increase your budget by 50%, you have to try other 
ways to improve your effectiveness. This is how we tackled the 
problem: 

"First, all tv spots have been moved into nighttime viewing 
periods instead of being divided between day and night schedules 
as in the past. . . 

"Secondly, we spent many months improving the spots themselves. 
This was the big challenge — through pure creative drive to develop 
a new advertising idea that would hold the promise, in itself, of 
increasing our total impact on the consumer." 

The new campaign was based in part on a study of the ''profile 
of iced tea" made by Dr. Ernest Dichter. president of the Motiva- 
tional Research Institute. Tests aided in drawing up a personality 
pieture of iced tea by word association — respondents' choosing 
terms thev associated with iced tea. 

As a result of the study it was found that past advertising did not 
take into consideration the "benign face of summer," but rather 
dwelled on its taxing aspects. It was the casual, "soft" facet of the 
summer months which was associated with a glass of iced tea. 

Therefore, when one turns on the tv set these summer months, the 

message from the Tea Council is a new and more relaxing one. 

★ * * 




See: 



Issue: 



Where Pepsodent wenl villi radio 
25 June 1956, ria^e 23 



^ I - , RAH reporN 10^ jump in IVpso- 
31IUJCCI. dentV progres> *ia "yellow" theme 



As part of the findings in a Radio Advertising Bureau study on 
the penetration and selling power of Pepsodent's saturation cam- 
paign, a 10 r r jump in toothpaste sales is noted in four weeks. 

The sales boost was scored among ihose reached by the j ingle. 
"Yoifll wonder where the ) ellow went . . ."' Over two-thirds of 
interview respondents could correctly identify the tunc. 

Kevin R. Sweeney. RAR president says: "Here was a case where 
Ave had the opportunity to trace not onl\ penetration, but also actual 
increased product usage brought about (hiring the initial weeks of 
a major saturation campaign. . 

At the end of eight weeks, number of radio listeners who identi- 
fied the brand with tin* jingle was nearly double for that of all 
other media used. All media identification was 43 r r * * * 
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To sell North Texas: 




top advertisers 



have used WFAA 



10 years or more! 



Twenty-four top American companies have 
been advertising on radio station WFAA ten 
years or more. Among them are such names 
as R. J. Reynolds Tobacco Company, Plough 
Sales Corporation, Quaker Oats Company, 
The Mennen Company, Fant Milling Com- 
pany, and others of similar caliber. 

Why have these big names remained con- 
sistent advertisers on WFAA? 

Because they know when they have a 
winner. 



820 

50,000 WATTS 




MM 

DAL LAS 

NBC • ABC • TQN 

Edward Petry & Co., Inc., Representatives 



570 

5,000 WATTS 



WFAA leads in North Texas in every 
category* . . . 

... in General News Coverage 

(More listeners prefer WFAA-820 news than 
the next 3 stations conihined) 



. . . in Farm News Coverage 

(Murray Cox's farm coverage is among North 
Texas* Top 10 in popularity) 



. . . in Programming 

(8 of the Top 10 programs in No" th Texas 
are WFAA-produced) 



•Whan Study, A. C. Nielsen, X.S.L 



. . . in Listenership 

(of 109 stations WFAA leads decisively in both 
davtime and nighttime audiences) 



If you want to buy the biggest audience in 
the biggest Texas market, talk to your Petry 
man now! 
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NOBODY'S 
LISTENING 

RUT PFflPI F 

-WITH DAILY 
WASHING-UP 

TO DO! 

What a time to talk about soap products 
. . . while 4,115,000 people a minute - 
mostly homemakers-are listening attentively 

to weekday drama on CBS Radio. 

In a five-day span, these dramatic serials 

reach 20,548,000 different people. 

They listen an average of three hours each . 

this is the right time to buy . . . 

CBS RADIO NETWORK 




12:00 N. 

12:15 PM 
12:30 PM 
12:45 PM 

1:00 PM 
1:15 PM 
1:30 PM 

1:45 PM 
2:05 PM 

2:15 PM 

2:30 PM 



From left to right: 

WENDY WARREN & THE NEW 
BACKSTAGE WIFE 
ROMANCE OF HELEN TRENT 
OUR GAL SUNDAY 
ROAD OF LIFE 
AUNT JENNY 
YOUNG DR. MALONE 
GUIDING LIGHT 
RIGHT TO HAPPINESS 
SECOND MRS. BURTON 
THIS IS NORA DRAKE 




21)0-2 05 
NEWS 




IM VOUB PICTURE 




WJAC-TV Is the Number One 
Station not only in Johnstown, 
but in Altoona as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to this the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 



SERVING MILLIONS FROM 
l"y ATOP THE ALLEGHENIES 




JOHNSTOWN • CHANNEL 6 





Get full details from your KATZ man! 




On 




J. 
1) 



M 11 




Eight multi-market sales have 
been made in 35 markets by ABC TV 
Film Syndication. Don L. Kearney, 
v.p. in charge of sales made the report 
re Code 3 m which was concurrently re- 
leased for individual market sales na- 
tionally. Included among the adver- 
tisers aLout to sponsor the series are 
Dining Car ColTee. Stroh Brewing, Na- 
tional Biscuit. Crosley Bendix, Lieb- 
mann Breweries, Petri Wine, Signal 
Oil and the J. R. Simplot Co. 

Over $2,000,000 has been grossed 
by Official's Star Performance drama 
series, in less than four months. An- 
nouncement was made by Herman 
Busli. v.p. in charge of sales at that 
firm. Among the sponsors in 130 mar- 
kets are three regional advertisers, viz. 
Slenderella International via Manage- 
ment Associates of Connecticut; Stan- 
dard Oil of New Jersey through Mc- 
Cann-Erickson; Budweiser through 
DWrcy. St. Louis. Mo. 

Harry S. Goodman Productions has 
been appointed national distributor of 
Drew Pearson s new tv series, Wash- 
ington Merry-go- Round. Consisting of 
39 15-minute programs* the series will 
be produced weekly in Washington by 
llullinger Productions. Prints will be 
flown from W ashinaton so that stations 
ma\ telecast shows the weekend follow- 
ing Thursday production. Subjects to 
be covered include international im- 
plications of Ohmpie Games, narcotics 
problem, as well as realm of national 
politics. Jf s been placed in several 
markets, with first showing slated for 
23 September. 

About 100 tr stations will soon be 
telecasting Toy land Express for mem- 
bers of I he Toy Guidance Council. 
Series contains 13 quarter-hour shows 
featuring ventriloquist Jiminie Nelson. 
Toy land Express is produced by Toy 
Guidance Council V agency Friend- 
Kciss in conjunction \\ itli KKO-Pathe. 



Among the advertising agencies in- 
creasing their film production facilities 
is S. W. Caldwell. Ltd.. Badio & Tele- 
vision Advertising Agency. Toronto. 
Canada. Caldwell has purchased the 
former Batten Film Studios in the same 
city. S. W. Caldwell, president of the 
firm, says, "Our purchase of this . . . 
film production centre is predicated in 
our very firm belief in a bright future 
for film production in Canada, both 
for commercials and for programing." 
Acquired plant and equipment are 
\ alued at half-a-million dollars. 

MCA TV finds that its film series. 
Waterfront, is reaching more viewers 
in its second run. Fact was uncovered 
in study of 15 ARB markets by MCA 
TV's Research Department. Conclu- 
sion drawn by the organization is that 
second-run pulling power of series, 
rather than increased number of sets 
delivers more viewers. Albers Milling, 
w hich has been re-running Waterfront 
regionally, sponsors the show in eight 
of the IS markets. Other advertisers 
include ShaefTcr Beer. American Motor 
Corp. and Golden Age Beverage. 

Titled The Opportunity for Spon- 
sored Films, a new 20-page book- 
let now being distributed to advertising 
and public relations executives and 
film producers. Modern Talking Pic- 
ture Service, which prepared it, gives 
facts and figures on film audiences and 
how to reach them. Discussed are the 
audience potentials in each of four 
channels of distribution: 16 mm non- 
theatrical, theaters, tv and rural road- 
shows. Copies are available on re- 
quest from Modern. 3 Fast 31th Street. 
Now York 22. \. Y. 

/titiotir; m*ir series n0 \\ being plan- 
ned b) Screen Gems is Molly and Mt\ 
w hich depicts life of a small-town 
beauU salon operator. The comedy 
>erics will be produced and written In 
Stephen bongstrect. * * * 
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omewhere 



there's a 



\ 




SETS IT OFF for you! 



After you've looked at the ratings, (which, as 
always, show us first in our 30-county primary 
area) give a thought to cash register response 
to your commercial message. 

I We've been pressing the "buying buttons" 

I of Oklahomans for over thirty years. WKY was 
Oklahoma's first radio station in 1920 — 
WKY-TV Oklahoma's first TV outlet in 1949. 

This leadership . . . community service . . . 
becoming a part of family circles . . . results in 
our influence on decision. Decision to buy! 

You don't have to ring doorbells when you 
advertise with us. Folks gave us their 

I I house keys years ago! 




WKY 



NBC 
ABC 



THE NATION'S f'gST COLOP TELEVISION STATION 

OKLAHOMA CITY 



Owned and Operated by 

THE OKLAHOMA PUBLISHING CO. 

The Daily Oklahoman • Oklahoma City Times 

The Farmer-Stockman • WKY Radio 

WSFA-TV, Montgomery, Ala. 

Represented by THE KATZ AGENCY, INC. 






NEW HIGH in Audience 



^Dominant 2nd Place in Omaha Market 
and going up fast! 




NEW HIGH in Advertiser's Preferen 



1 54 Advertisers made KOIL their choice in 
the Omaha Market in July, 1956 
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STILL 



Lowest cost per thousand «in 
the Omaha Market 



♦Hooper (June-July, 1956) proves it! 





5000 
WATTS 
24 HOUR 
A DAY 



Get the Full Story From Our Exclusi 



56 



SPO.NSOK 



20 august 1956 




fit Awet/ca'g lezc/etg, 

NATIONAL ADVERTISERS ON KOIL 
January 1 thru July 31/ 1956 

AMERICAN LOAN PLAN Universot Advertising Agency 

AMERICAN MEAT INSTITUTE Lennen A Newell, Inc. 

BETTER HOMES & GARDENS W. D. Lyon Co. 

BRONZTAN Wes/ey, Assoc. 

BROMO SELTZER Lennen & Newell, inc. 

BUDWEISER BEER D'Arcy Advertising Co. 

BUICK DIVISION, GENERAL MOTORS Kudner, Inc. 

CAMEL CIGARETTES Wm. Esty, Inc. 

CHEVROLET DIVISION, GENERAL MOTORS Compfae//-FwoW, Inc. 

CHRYSLER CORPORATION McConn-Erickson, Inc. 

CLICQUOT CLUB Horold Cobot & Co. 

CONTINENTAL BAKING CO Ted Botes & Co. 

DOAN'S PILLS Street & Finney 

DODGE TRUCKS Ross Roy, Inc. 

R. G. DUN CIGARS W. B. Doner & Co. 

FAIRMONT FOODS Allen & Reynolds Adv. 

FORD MOTOR' CO J. Wotter Thompson Co., Inc. 

GENERAL MOTORS ACCEPTANCE CORP Compbell-Ewold, Inc. 

GREEN GIANT CO Leo Burnett Co., Inc. 

HAMM'S BREWING CO Compbeit-Mithun, Inc. 

INSTANT SANKA Young & Rubicom, Inc. 

INTERSTATE BAKERIES Potts-Woodbury 

JELLO TAPIOCA PUDDING Young & Rubicom, Inc. 

LAM FILTER CIGARETTES Doncer-Fi"f/gero/a , -Somp/e, Inc. 

LADIES HOME JOURNAL Boffen, Borfon, Durstine & Osborn 

LIFE MAGAZINE Young & Rubicom , Inc. 

LINCOLN-MERCURY Kenyon & Eckhordt, Inc. 

LOCAL LOAN CO Von Heckter Co. 

MARLBORO CIGARETTES Leo Burnett Co., Inc. 

MEXSANA Lofce-Sp/ro-Shurmon, Inc. 

NATIONAL VAN LINES Wode Adv. 

NORTHWESTERN BELL TELEPHONE & TELEGRAPH Boffen, Borfon, Durstine & Osborn 

READER'S DIGEST Schwofa & Beotty 

REARDON PAINT CO D'Arcy Advertising Co. 

RUTHERFORD FOOD CORP Poffs-WoooWy 

ST. JOSEPH'S ASPIRIN Lofce-$p/>o-Shurmon, Inc. 

ST. JOSEPH'S ASPIRIN FOR CHILDREN Loke-Spiro-Shurmon, Inc. 

SALEM CIGARETTES Wm. Esty, Inc. 

SCHLITZ BEER J. Wolter Thompson Co., Inc. 

SHULTON'S OLD SPICE Wesley Assoc. 

SKELLY OIL CO Bruce B. Brewer & Co. 

SWANSDOWN CAKE MIXES Young & Rubicom, Inc. 

SUNKIST GROWERS Foofe, Cone & Belding, Inc. 

STUDEBAKER-PACKARD Ruthrouti & Ryon, Inc. 

TOP VALUE STAMPS Compbe//-M/"fhun, Inc. 

UNIVERSAL SYSTEMS, INC Carol Stevens Stonhope Adv. 

UTILITY ENGINEERING SERVICE Muriel Wogemon Adv. 

WATE-ON O'Neil, Lorson & McMohon 

WATSON BROS. TRANSPORTATION CO., INC Universot Advertising Agency 
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Chart covers quarter hour, half-hour aitf" 




Top 10 shows in 10 or more markets 
Period 1-7 July 1956 

TITLE. SYND1CAT0R. PRODUCER. SHOW TYPE 



Highway Patrol (M) 



rloii Hehlnd the Hadge (>I) 

MCA. BERNARD PROCKTER 



Man Called X (A) 



I>r. 11 n</xou\s Secret Journal (II) 

MCA. AUTHORS PLAYHOUSE 



1 Tec/ Three Lives (>I) 



2t V 



Jlr. District Attorney (JI) 



21 V 



Hodge 711 (>I) 

NBC FILM. DRAGNET PROD , 



foiiuf of >Ioni<> CYi.Mo (A) 



TPA 



Death \ alley Hays (M ) 

PACIFIC BORAX 



Turuluy I'oiuf (IP) 

GENERAL ELECTRIC 



Average 
ratings 



itf.tf 



/ tf 



/ ."5..1 



I ."5 . ." 



/ I.I 



I I.I 



i;f.« 



7-STATI0N 
MARKETS 



NY. 



L.A. 



7 7.6 76.0 



5-STA. 
MARKET 



S. Fran. 



wrca- tv 
7 :0(^m 



kttv 
9:00pm 



4.2 8.2 



up IX 
s :00pm 



kltv 
:30pm 



3.7 8.4 



wplx 
9:00pm 



khj-tv 
S:30pm 



77.7 

kttv 
0:00pm 



2.9 

Wp I X 

•30pm 



77.3 

kttv 

S :30pm 



77.8 

kttv 
^ :00pm 



4.7 72.0 



wpix 
* :30pm 



kttv 

7 :30pm 



6.4 

kttv 
6 :00pm 



6.4 

wrca tv 
7:00pm 



5.7 4.7 



wrca-tv 
7 :00pm 



kttv 
0:30pm 



72.4 

kron-tv 
6:30pm 



9.5 

k ron - tv 
6:30pm 



76.0 

kron-tv 
10:30pm 



72.2 

kron-tv 
10:30pm 

78.5 

kpix 
9 :00pm 



72.7 

kron- tv 
10:3 Hp m 



4-STAT10N MARKETS 
Boston Chicago Detroit M It*. Mnpts Phita. 



Seattle 

Tacoma Wash. 



79.7 74.2 27.7 70.7 75.8 70.3 7 7.0 7 7.0 




ubz-tv «bkb 
10:30pm 9 :00pm 



wjbk-tv wtmj-tv wcco-lv wcan-tv 
9:30pm 10:30pm 10:00pm 7:30pm 



komo-tv wiop-tv 
7:00pm 7:30pm 



27.7 

wnac tv 
10:30pm 



79.9 

kstp- tv 
9:30pra 



74.3 

kinc-lv 
10:00pni 



76.3 70.4 75.2 



whz- tv tv 
10:30pm D :30pm 



wjbk-tv 
10:00pm 



74.9 7.4 

kinc-lv winal-h 
10:00pm 9:00pm 



78.4 20.5 73.2 

wi\j iv wtmj-tv weeo-tv 
10:00pni 7:00pm 7:00pm 



73.2 8.0 

kinc- tv wmal- 1* 
7:30pm 6:30pm 



78.0 73.9 74.5 78.7 75.5 9.0 7 7.7 



wnac-tv wen-tv 
S :30pm 9:30pm 



wjbk-lv wlmj tv 
9 :30pm 9 :00pm 



kslp tv wcau-tv klnl-tv 
8:30pm 7:00pm 0:00pm 



79.3 

wnac-tv 
10:30pm 



75.4 9.4 70.8 

wjbk tv ulmj-tv kstp-tv 
10 :30pm 11 .00pm 10 :30pm 



77. 7 73.5 

klnc IV WIT-tV 

9:00pm 10:30pni 



75.0 76.4 74.7 



7 7.2 9.5 20.4 8.5 



wnac-tv wen-tv 
(1 :30pm S.OOpm 



wwj tv 
10 :00pm 

7.4 



9.5 



cklw Iv wxix 
6 :00pm 10:30pm 

6.4 

wwj-t\ 
6:00pm 



kslp tv wean tv 
10:30pm 7 :00pm 

7.4 

woau tv 
0.00pm 



kinc tv witR 

U :30pm 7:00pm 



7.4 4.7 78.8 

wlcn-tv wfil-tv kinj; tv 
S :30pm 0:30pm 9:30pm 



8.2 72.0 72.7 20.4 70.4 73.7 7 7.5 



wen-tv wwj-tv vvtmj tv weeo-tv wcau tv 
y :00pm 10 :00pm 9 :30pm x :30pm 10 :30pm 



komo-tv wtop-tv 
9 :30pm 7 :00pm I 



72.5 



wapa-iv 
10:00pro 



79.0 8 

wsb-lv wbi, 
2:30pm 10. i 

72.5 9 

wapra-tv vih> 
10:0flpm 10, 

74.2 

WSb-lf 

10:30pm 



78.0 



wsh tv lib*. 
9:30pm ?! 




72.5 

wapa-l\ 
10 30pm 



7.2 

waca-iv 
10:0iii)m 



'Ml 



ua 

TON 



70.5 9[' 5i 

HSh-IV M>1fk 

10:00pm 7flL»_ 



Rank Pait* 
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Top 10 shows in 4 to 9 markets 



2 I 



i 



U 



I 



11 
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Life of Hlley (C) 

NOC FILM. TOM MC KNIGHT 



Autos -ir Amly (C) 

CBS FILM. HAL ROACH STUDIOS 



Celebrity Playhouse (II) 

SCREEN GEMS 



Sou Trauclsco Heat (II) 

CBS FILM. DTSILU PRODUCT IONS 



Code tl ( >I ) 

ABC FILM. BEN FOX - R A B CO T V PROD 



I Search for Ad feature (A) 

GEO OAGNALL, JULIAN LESSER-SOL LESSER PROD. 



Hoseutary Cloouey Shote (3In) 

MCA TV FILM JOSEPH S SHRIBMAN 



Hlg Playback (S) ( I 5 >liii.) 

SCREEN GEMS 



Star And The Story (II) 



op ri ci a l rii 



Lllery ifueeu (>I) 



TPA 



17.2 



I tf .« 



Itf.fi 



i.i.:t 



1 i.» 



I 1.2 



i:j.« 



i:j. 



i.f.tf 



i;t.r> 



75.2 

kttv 
S :36pm 

8.6 7.7 

webs-tv knxt 
G;30pm r>:00pni 



4.0 72.8 



wplx 
ft :30pm 



kttv 
9 :30pm 



73.8 

kltv 
9:30pm 

2.0 7 7.6 



wplx 
7 :30pm 



kcop 
7 :00pm 



9.7 

kltv 
:> MiOpm 



2.9 

u p 1 X 
.30pm 



7 7.8 

kttv 
« 00pm 



4.6 3.8 

wplx kcop 
9 :00pm K 30pm 



20.4 

kpix 
7 :00pm 



72.4 

kron-tv 
10:30pm 



20.7 

kptx 
7 .30pm 

20.4 

kpix 
0 .30pm 



74.0 79.5 

wxix kstp- Iv 
7 :00pm 8 -30pm 



7 7.7 

kihg-tv 
s -30pm 





72.2 




wuj tv 




10:00pm 




74.4 




WW j ■ I V 




10:00pm 


8.4 


73.4 


ucn-tv 


wjbk-tv 


9 :00pm 


10:30pm 



7 7.2 

weeo-tv 
2:00pm 



72.5 

kstp-tv 
8 :30pm 



77.4 73.7 

komo-tv wtnp tv 
s :00pm 10 30pni 



77.5 

WTCV 

10:30pm 



72.9 

wlop-iv 
7 .00pm 



78.7 

king iv 
in .00pm 




22.0 


78.7 


7 7.5 j 


UCn > IV 


kind tv 


wsb-tv 


S -30pm 


7 30pm 


7 .30pm 


79.4 




7.2 j 


won) tv 




v\;ica tv 


9:00pm 




10:110pm 



77.7 6.7 

wh?. Iv wbbm Iv 
lOMfipm 6:30pm 



25.7 

wrcv 
10: ITipm 



3.2 9.2 

wltltv wcco-lv 
i.:0<>pin 10 Ifipm 



79.0 

wnac-tv 
10:30pm 



77.7 

ujbk-tv 
10:00pm 



70.9 

urc-lv 
7 :00pra 



76.9 

wsli IV 

2:00pm 



! 



Show typ© nymboli' (A) advontur©; (O) ornnedy; (D) drama; (Doo) doounwOary; (K) kldi; (M) 
myitcrr; (Mu) muilcaJ; <SK) Be Ion on Fiction; (W) Wwtom, Fllmi llitod are iyndloat©d. M nr., 
% hr. A. hr. lmath. t*lr*iit In four or mor© mark©U. Tli© aTorago ratine li an unwMKbtod 
averagfr of individual market ratlngi UilM aboro. Blank ipaoo Indicates film not broadcaat In thli 



market 1-7 July. Whllo network showi aro fairly itablo from on© month to anothil 
marketi In which they are ihovm. thla li truo to much leaser extent with lyndlcated imi 
should be borne In mind when analyzing rating trend* from one month to another lfi «J 
•Referi to laat month* i chart. If blank, ihow wai not rated at all in lait chart or wufl 




III ( MARKETS 

4 - 



Totumbus St. L. 



( 29.5 76.9 



I Ahns-tv 
( i:::it(iin 



kuk tv 
n:3»tini 



75.5 

ksd-tv 
I0:«l»pni 



27.5 77.7 



Alms tv 



ksd-tv 
141 n()()in 



1 7 7.2 74.8 



u 1\\ - r 
«::i»iim 



k*d-U 
in :011pm 

75.2 

ksd-tv 
l»:UUpm 

78.7 

ksd tv 



2-STATION MARKETS 



70.5 

Ibns- tv 
l:.'ii>t)m 

t 24.0 

I \lms-t\ 
| <::iU|im 



uo.s 



i 



l\\ms-U 



Birm. 


Charlotte 


Dayton 


New Or. 1 


Providence 


27.3 


23.5 


34.3 


30.0 


22.3 


wbrc-tv 
D::inpm 


wbtv 

in::iopin 


wlilo- tv 
s uupm 


w dsu- tv 
ll>:impm 


w jar-tv 
in :3Dpm 








40.0 










wdsn-tv 
ft:(H>tmi 




26.3 




28.8 


43.8 


77.8 


wbn- tv 
7:00pm 




v* bio- tv 

f :30pm 


wdsu - tv 
K;30pm 


Wjill-tV 

»:DOpm 


26.5 






77.5 




wbrc-tv 

s.aopm 






wdsn-tv 
in:3npm 




75.8 


33.5 


7 7.8 


38.8 




wbrc-tv 
10:00t)in 


wlitv 
7 :Oitpm 


w Iw -d 


w dsu-tv 
S :30pm 




28.5 








20.8 


wbrc-iv 
1) :OUpm 








w -jar-tv 
10:3<tpm 


29.3 




27.5 




78.8 


wbrc-tv 
9:3iltnn 




ubio-tv 
10:3Hpm 




vvjar- tv 
lll:3Upin 








44.3 

wdsu tv 
.v30pm 


75.3 

vvpro- tv 
7:00pm 




34.3 




23.3 


72.8 




wbtv 
7 :00pm 




w dsn-tv 
H» :30pm 


w jar-tv 
li-.30pm 


27.3 


37.5 




78.8 


74.8 


WblT-tV 

If :itotnu 


wbtv 
7 :30pni 




vvdsu-tv 
lit::iO t )m 


v\ pin-tv 
1030pm 



4- 





22.3 


25.0 


38.3 


75.3 




vvbiT- tv 
J) :00pm 


ubin- tv 

io::onm 


wdsn-tv 
S:30nm 


wpro-tv 
7 :O0nm 


20.7 




8.5 


28.3 




ksd-tv 
»:3utim 




vbal-tv 
lo:30t»m 


Wf'sn tv 
10:ilOpm 










45.3 

vvdsn tv 
S :30pm 


70.8 

wtiro-tv 
1 1 l.ipm 



74.5 

ksd-tv 
]ii:O0 t nn 



7.5 79.0 

vvbrc- tv wbtv 
i» :30pm I0:i:>tun 



A 



28.0 

vv brc- tv 
s :00pm 



25.3 

w lire- tv 
s :3opm 



8.3 

vvlvv-d 
11 " 1.1pm 



lassification as to number of stations in market Is Pulse'i 
ermines number by measuring which stations aro actually 
•3 in the metropolitan area of a given market even though 
y be outside metropolitan area of the market. 




LISTENERS 
WHO LISTEN 



. . . LISTEN WHEREVER THEY GO 
. . . WHATEVER THEY DO! 

Listeners who listen assure the advertiser 
that his message receive* full, conscious 
attention. Programming that features 
NEWS, MYSTERY, DRAMA and "TALK" 
shows demands attentive listening. Direct 
yaur message to the LISTENERS WHO 
LISTEN. They are the LISTENERS WHO 
BUY! 



KGB 



1360 

ON THE DIAL 




FIRST IN SAN DIEGO 



MUTUAL DON LEE RADIO 

Repreienled Nationally by 
H-R REPRESENTATIVES, tNC. 



will gel you... 





WTAR-TV 

is the only "V" Station 
for not one but five 
lusty Markets, all 
within its Grade "A" 
signal . . . reaches an 
area with effective 
buying income 
of over $2,241,000,000 * 



Effective Buying Income* 



NORFOLK 
PORTSMOUTH 
NEWPORT NEWS 
WARWICK 
HAMPTON 



AMPTON 
CRT NEWS 





S675.950.000 
$129,976,000 
S63, 641,000 
$81,116,000 
S197.962.000 

CHANNEL 



NORFOLK.VA. 



NORFOLK 
PORTSMOUTH 



Represented by Edward PETRY & Co., Inc. 

*(SuUs Manuytmt tit Snuvy of Uniting Power, Mny JO t 1953) 






jS^SOURCE 






«8W 




AND 



Over 60 great 
musical artists 
and entertainers! 






Each half-hour 
for six full le 
mercials plus opjti*f 
closing identifidiims 



< 11 



4 W^-^WJf ^ 






M AMAZING 

ARRAY 
OF TALENT! 





Versatile 
comedian-drummer 

POLEY 
McCLINTLOCK 

Thrilling baritone 

JOE MARINE 




Top tenor 

GORDON 
GOODMAN 

Powerful-voiced 

LEONARD 
KRANEDONK 





Romant 

BOY ANEjGIR 
DUET 

Rousin | 

GLEE CUB 
RENDITIONS ! 





i<( A ^^^^ ^ 



/<? STATIONS! 




THE FRED WARING BACKGROUND 
ADDS PRESTIGE TO YOUR COMMERCIALS! 

Wa ring's personal comments add new values, new 
conviction, new effectiveness to your commercials. 



NOW FOR THE FIRST TIME, 

this giant name in entertainment 

as*-* 

Now, one of the most sought-after 
names in music ready to make your 
station and your advertisers top 
choice of local radio listeners. 



You can offer advertisers a rare op- 
portunity to identify their companies 
with the No. 1 name in musical en- 
tertainment ... to surround their 
commercials with the music all Amer- 
ica loves ... to have America's No. 1 
musical personality add new value 
to their commercials ... to cash in 
big with merchandising ideas galore! 




v 




RADIO 

IS ON THE UPBEAT! 

Set sales are soaring! People 
are listening! 138,700,000 
radio sets in use in 1955, an 
increase of 1 1 ,700,000 over 

1954. (1956 Broadcasting Yearbook) 



^ MANY, MANY 
ft'E FAMOUS WARING 
1/tS . . . ALL YOURS... 
4>Y TO GO TO WORK 
yYOU! 






^*m* < 0HI0 




LET 

FRED WARING 

HELP YOU 
BOOST SALES 

AND 
PROFITS NOW! 



REAL ESTATE 



USED CARS 



^PONMUx: \«,m\ Realu ( mnpain \CENO: Direrl 

( \IM LI-. ( W! DKI OK i : To hnrig a suburban cottage 
site, kitty's Lake, to the attention of greater St. Louis, 
this real estate company, lias been using a schedule oj 12 
10-m"<W announcements per ueeL through the summer. 
Issodated I\ealt\ has found that its mail pull through 
announcements has increased and large crouds drive 
out on weekends to inspect the lots. Since these sites are 
ideal jor Loth summer and 11 infer (u til ities, the company 
i.s continuing the schedule on a **/./. * basis. 

k\Ok. ^t. I. (-in-. PKOMxWI: \nnonni ement- 



sPONSOK: \\. C. Barnm \GEM.Y: Direct 

G\PM LK C\SK IlI.sTOKY: This used car lot .sponsor 
uses one announcement per day. In one month's time. 
II . C. Barrow sold $4,000 worth of used cars, which the 
< onipany directly attributed totlie radio station annonrue- 
merits. Of note is the fact that one car was sold in Over- 
ton. Texas; another went to a customer in Gilmer, Texas. 
Iloth cities are (/nite a distance from the location of the 
used car lot. The advertiser continues using KFRO and 
is very pleased with the results it s delivered thus far. 

k FRO, Lnn«£\ ieu . Tex. PROCR \ M : \ nnonncemenK 



* c 



OIL 



results 



spOW)R: Crmnuell Oil Co. 



( \IM | | ( \H\ IIIsTOR^ : /// using live announcements 
per day for its oil additive. \ Cromwell Oil offered 10 
free gallons oj gas to listeners who arrived at a Golden 
Eagle gas station within 30 minutes of the commercial 
uitli tlreir speedometer readings ending in the four digits 
read on the air. Started as a fbree-digif reading with a 
live-mile leeway, the service stations were swamped. I ri- 
der the four-digit system. Golden Eagle still gives gas to 
I 5-2< > winners per day. 



kPOP. L<>- \ni:H<- i .ill 



PKOGR WI; Lutl\ Uiteatie 




i 



Si 




\(',\'.\< \ : RamM*\ is \Ui>\\\\ 



FISH 



SPONSOR: Mr. Main 



AGENCY : Dimt 



C\PSl EE CASE HISTOID : \1 r. Main , shipper of the fish- 
boat. "Seattle" decided to sell his catch of herring to 
\anairno hornernakers from his boat, lie placed a §3.00 
spot announcement on the air at 10:30 a.m.. following a 
(jniz show. The announcement stressed that herring icas 
for sale at $.50 per h ticket so long as buyers brought 
their own containers. Mr. Main sold his entire half-ton 
catch in one day, netting $45.00. lie repeated this for two 
more days. Total expenditure was $9,00; profit. $135.01). 



( Ill H, Nanahno, R.C.. Canada 



PROGR \ M : VnnonncemenK 



SHOES 



SPONSOR: Spcnee"- Shoe Store \GE.NC\ . Direct 

C\PM l.i: C\Si: HISTORY : /„ programing it\s "annual 
half-price sale.* the store used eight announcements per 
day for the two days immediately pr eceeding the sale. 
This was the only advertising medium used by Spence\s. 
According to a store spokesman : *\ . . on the first day 
on r store was filled to ( apacit \ with custom ers from 
opening at 9:00 a.m. til near closing time at 0:00 p.m. 
II e cannot estimate the hundreds oj people that we had 
in our store. . .' Total cost was $12.50. 



{ '.}{ \ \. \ in kton. Sa-katche\s an 



PKOCR \ \I ; \miounccmenl 



SOFT DRINKS 



HAIR TREATMENT 



iNM)li |),. IVppi-1 \GE\( ^ ; Direct 

< \pm i k * w: 1 1 i oin . i sirrg a one-Iron r program 

jrour I 0- 1 I :00 a.m. on Saturdays. Dr. Pepper soft drinks 
rrtrlr^rd a 500' t rrrcreuse in sales in the Santa Rosa. (,ah. 
area. I he shon . Dr. I Yjj|m*i Sil\ cr I )<>llai>. / evolved 
around a grreun<r\ \\sfem. S.3.00 was paid to the uinner 
of a program shigun contest and S 1.00 per bottle was 
(ruarded to those u ho had bottles of Dr. Pepper drinks 
nrt hand ulrerr <r ear at tiled at their residence. Si \-montIi 
campaign cost amounted to s l.0|0. 

kMi<> s. )lM ., \>, t < ,,| PKO( f R\\| th Vvppvi Sitn; Dntlats 



>PONs()R: DillicA Hair St>Ie Studio \CEVA : Direct 

C\PM I E < \>K IIISTOin -. After purchasing and airing 
a \()-minn fe program on the station Tuesdays, from 1 1 :20 
a.m.. Ilillier's Manager . Toll llillier phoned the station, 
stating. "Results last n eck were out of this world.' Re- 
sponse had come from people over !J0 miles from the 
studio from both men and women interested in the neu 
treatment for dry scalp. Program is completely ad libhed 
and (juite informal, and has been responsible for bringing 
gie<rt numbers oj customers to the hair style studio. 

( ko\ . k elow iui, R.( . . ( .ii iki tla PROGRAM: Special 1 0- in i n . slnn\ 



Folks feel close to 




"1st on week ends, 2nd on week days in Washington, D.C."— May-June Pulse 



REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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WHLI 

"THE VOICE OF LONG ISLAND" 




SELLS 



BIG 

INDEPENDENT MARKET 
NASSAU COUNTY 





Sales Management figures for May 
1956 show that WHLI's Lang Island 
is ane of the fastest growing, boom- 
ing morkets in the country 

43°o POPULATION INCREASE 
since '52 

3rd U. 5. COUNTY in BUYING 
INCOME per family 

9th U. S. COUNTY in RETAIL 
FOOD STORE SALES 



GIVES 




• BIG 
BONUS COVERAGE 






Nossou, parts af Queens Suffolk 
ond Brooklyn 

POPULATION 2,903,765 

NET INCOME $6,132,673,150 

RETAIL SALES $3,268,444,450 



DELIVERS 



IIGGEST DAYTIME AUDIENCE 
in the 

MAJOR LONG ISLAND MARKET 



According ta the mast recent Pulse 
Survey , one station WHLI hos a 
larger daytime oudience in this 
morket than any other station! 



WHLI 

HEMPSTEAD Vf* 



AM 1 1 00 
F M 98 3 



LONG ISLAND, N Y 





PAUl OOOOfSKY. f>Rf$ AND GfcN MG* 
JO^fcPH A LfcNN. [XfcC V P SAUS 

Rfpfr irnU-d by Gill Prtna 



Continued 
fro rn 
page 24 
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couldn't match. And it paid oil. In 1910. the industry V re\e- 
nne lot uIcmI ahout 44 million dollars. In 1911. it catapulted to 
107 million dollars! 

That was ahout how it was when 1 left New York in 1913. 

The next 13 years. I spent on a pleasant farm in Eaton. 
Ohio. It \va* where 1 wanted my children to grow up. I got 
a kick out of raising prize cattle and hogs particularly when 
my Angus hulls won hlue rihhons at six Mid-western fairs in 
1916. Hut after my children grew up and left home, life on 
the farm suddenly was not so exciting- — or important. 

That's when I came hack to the hig city. 

Something had happened during those 13 years that I had 
been absent. A terrible fright had been thrown into the <\\ovr 
business that had been so happy in the early 1940's. In a 
word, it was television. 

Sponsors suddenly deserted radio to invest in tv time. Mo- 
tion pictures and legitimate theaters cried that television was 
cutting deeply into their business. That part of show r business 
that wasn't downright vociferous ahout their fears, at least 
was shaking its head in worry. 

Hut television wasn't the monster it had been painted. 

Radio still had its place. It will always have its place in 
broadcasting. ^ on eaift watch television and drive an auto- 
mobile. You can't do your housework and watch tv. too. 
(And don't forget, it's the housewife that does most of the 
buying in America.) Where the sound is the all-important 
thing — as in my own pet project. NBC Handstand — radio 
serves just as well as tv. Isn't a radio set. espeeally the new 
pocket-sized kind, a lot easier to earn around with you? And 
believe me, radio broadcasting always will be more flexible 
than tv. Radio will go places and do things that always will 
be impractical or impossible for tv. The advantages of radio 
are many. Sponsors air beginning to realize this. More inonev 
is being turned back into radio. More new sponsors are buy- 
ing radio time than ever before. The outlook is much brighter 
than it has been in recent years. 

Motion pictures have pulled out of the slump that was cred- 
ited to t\, even though television, too. is better than ever! How 
can one explain that, except that perhaps television wasn't to 
blame in die first plaee? 

The dance band business is starting to hit the upswing 
again. Our all-live NBC Bandstand, which features two bands, 
two hours a morning on Mondays through Fridays, is a good 
example of this. 

As a matter of fact, things today aren't so far different 
than thev were back in the earlv 1910's. We have one more 
medium, but again we've all learned to live together, to ex- 
ploit our advantages and different appeals. There's plenty of 
room for evervbod\ . 
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Louisville's 

BEST KNOWN FIGURE 




Since January 1, this little fellow has been seen by more 
individuals than any other man, woman, child . . . creature or 
character . . . live or animated ... in the Louisville market. 

The Channel 11 figure of WHAS-TV is seen on every station 
identification and promotion slide, every poster and printed piece, 
every mailing and display. 

At a glance he means WHAS-TV, the dependable friend of 
Kentuckians and Hoosiers . . . the selling friend of local 
and national advertisers. 

He should remind you that for individual and distinctive 
treatment, your advertising deserves the impact of programming 
of character. In Louisville, WHAS-TV programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOLIS, Director 

NEIL C LI N E Station Mgr. 
Represented Nationally by Harrington, Righfer & Parsons 
Associated with The Courier-Journal and Louisville Times 




BASIC CBS-TV Network 
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The sun the water and the world's most beautiful beaches still remain the Miami 
Area's greatest commodity, and the Great American Tourist, its leading customer. 
Present hotels showed an average season occupancy of 93.3%. and some $40 million 
will be invested this year in new tourist facilities. Summer vacations are establishing 



rcmarkahtc new records. One airline experienced an 85% increase between April I 
and June 1 in package- vacation tours alone, while another predicts a 40% increase in a 
M iami trips during balance of summer. Railroads and bus lines are scheduling speci* 
trains and trips to carry greatly increased summer loads, greatest in Miami's histor 






The beautiful Miami skyline is familiar to most of the nation, but behind this 
lovely scene in an important industrial hoom. The county now ranks first in 
Florida in industrial production, and a total of some $3U> million in new projects 
foment plants, aircraft industries, etc.) will solidify that position. 



While Florida's farm economy has been somewhat obscured by vacation^ 
and industrial publicity, agriculture is an area of vast importance. The cat 
industry ranks second in the nation, and the economic value to Dade Cou'* 
i Miami) of all farming interests is in excess of $75 million per year. 
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ep channel port facilities bring ocean vessels (and voyagers) virtually 
the center of Miami's downtown area, and cruise ships add their 
•ilities to a greatly expanded transportation system. 



The University of Miami, possibly the nation's most modern, is Florida's 
largest with an enrollment of 11,077. The recent establishment of the 
state's first medical school at the University has provided added prestige. 



114 MOVED IN TODAY 



Every day is "moving-in" day in Greater Miami. 42,000 
new permanent residents in each of the past five years have 
stimulated phenomenal residential construction, and new- 
record tourist seasons keep hotel-motel construction at 
an equally high peak. 

1956 public school enrollment increased 12.2% over 
1955 and a $34 million bond issue will provide over 1,000 
additional classrooms for next year's crop of youngsters. 

Greater Miami is enjoying an increased earning 
power generated by 249,000 non-agricultural jobs, while 
all-important retail sales moved up to a new level of over 
a billion dollars in '55 (a gain of 15.2% over 1954 against 
a national gain for the same periods of only 9.3%). 
"Effective Buying Income" is measured at over $l l A bil- 
lion by Sales Management Magazine ($6,047 per family) 



in a population area of 744,000 as of January 1,1956. 

Federal Reserve "Bank Debits/' a reliable business 
yardstick, soared to a new high of over $6K billion in '55, 
a healthy 22.8% increase over '54 — and a remarkable 
265% over '45. 

Serving this booming Florida market are two Storer 
Broadcasting Company stations: WGBS, a 50 kw CBS 
Network (radio) affiliate, and WGBS -TV. Both stations 
are enjoying new peaks in audiences and the widest cover- 
age in their respective fields. A strong merchandising 
service keeps pace with the rapidly expanding retail store 
development. Like all Storer stations, program policies of 
both WGBS and WGBS-TV make them "local stations," 
while maximum power guarantees best reception through- 
out the entire Greater Miami area. 



COMPANY 



WSPD 


WJW 


WJBK 


WAGA 


WBRC 


WWVA 


WGBS 


Toledo, Ohio 


Oevelond. Ohio 


Detroit. Michigan 


AtlonTo, Georgia 


Birmingham, Alabama 


Wheeling, W Virginia 


Miom, Florida 


WSPD-TV 


WJW-TV 


WJBK-TV 


WAGA-TV 


WBRC-TV 


KPTV 


WGBS-TV 


To'*do, Ohio 


Cleveland, Ohio 


Detroit, Michigan 


Atlanta, Georgia 


Birmingham, Alabomo 


Portland. Oregon 


Miami, Florida 



SALES OFFICES 



f 
\ 



118 East 57th Street, New York 22 • Murray Hill 8-8630 



TOM HARKER — vice-president and national sales director | 
BOB WOOD — national sales manager ) 

LEW JOHNSON — midwest sales manager • 230 North Michigan Avenue, Chicago 1 • Franklin 2-6498 

GAYLE GRUBB — vice-president and Pacific coast sales monager • 111 Sutter Street, Son Francisco • Sutter 1-8689 




WREX-TV 




ON TOP 



157 to 11! 



WREX-TV 
leads in Va 
hour periods 
from 6:00 P.M. 
to midnite 

All 48 of the top 48 

once-o-week shows ore on 
WREX-TVI 

57 of the top 59 

once-o-week shows are on 
WREX-TV! 

All 15 of the top 15 

multi-weekly shows ore on 
WREX-TV! 

Facts from the April 1956 ARB 
Survey prove conclusively thot 
WREX-TV continues to grow in 
fovor with the ever increasing 
number of viewers in this 10 
county billion dollor market! 

WREX-TV 

ROCKFORD • ILLINOIS 

channel 13 



CBS • ABC 
AFFILIATIONS 

represented by 
H-R TELEVISION, INC. 



Louiimtetl 
from 
page H 




in contract to static new>paper idiots I would he >eeing. The 
\ ani>hing >hip seemed to he a live thing. Later when I 
saw a series of stills of the ^ame >equence — the death of the 
Andrea Doria — I knew 1 wa> right. 

The third component of the program was the mo>{ dramatic 
of all. for CHS set its cameras up on the Brooklyn pier 
where one of the rescue ships had docked. We >aw the >ur- 
vivors descend the gangplank. We heard the exultation of the 
relathes who were wailing there, hoping to see them, yet not 
aware if they would he coming. 

We miw fatigue 1 , fear, gratefulness, in elo>e-up and we 
heard anger spat at the camera for the treatment some pas- 
>engei> felt they had received from the Doria s crew. well 
a> deep gratitude for their handling hy the rescuer**. 

We saw a family reunited. We marveled at the unconcern 
of children who had been through the ordeal. 

j\ol a camera flaw, not a maudlin moment, not a minute 
of the over-staged or unspontaneous. This was television, the 
reporter — efficient, a demon of speed, and as graphic as 
thunder and lightning. It makes you proud to he in the me- 
dium when efTort> >uch as this are teleca>t. 



★ ★ * 



N. V. police hold back crowd as survivors of the \ndrea Doria are inter- 
viewed at pier. Among others, NBC \\a» there w itli on-lhe-^pot co\erage 
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T. I spot editor 

A column sponsored by one of the leading film producers in television 

S A It It A 

NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 




Using under suds photography, SARRA graphically demonstrates how Pink 
Liquid Vcl actually floats grease off plates! This 60-second spot points up 
Pink Liquid Vcl's instant action and emphasizes how completely sale it is 
lor delicate skins. The continuation of live and stop motion gets and holds 
attention. Skillful presentation of Vcl containers conveys strong product 
identification. Produced by SARRA for the Colgate-Palmolive Company lor 
Pink Liquid Vel, through the William Lsty Company, Inc. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




In tliis newest series ol TV spots for the Pet Milk Company, SARRA packs 
every second with sell! Attractive shots of food in preparation whet the 
appetite, while the narrator delivers simple, easy-to-follow instructions. 
SARRA stresses the easy way of preparation with Pet Milk and emphasizes 
its great variety of uses. Attractive container and label displays in each 
commercial help drive home the sales message. Created by SARRA for 
the Pet Milk Company for Pet Milk, through the Gardner Advertising 
Companv. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 




SARRA casts two lively, likable children, in this series of 1 -minute com- 
mercials, who show how easy it is to use Aunt Jemima Pancake Mix. The 
viewer sees a pancake made, then tossed high into the air in a long, slow 
motion flip that demonstrates its lightness. Shots of fresh fruit, in alternate 
layers with pancakes, suggest delicious new uses for Aunt jemima pancakes. 
Effective opening and closing package shots clinch sales. Produced by SARRA 
for the Quaker Oats Company, through J. Walter Thompson Company. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 



In this pleasant and relaxed series of commercials, just completed for 
Tareyton Filter Tip Cigarettes, SARRA establishes powerful brand identity! 
Animated captions, a lilting melody and sharply contrasting tones provide 
a lively background for stop motion photography. Indh idual cigarettes 
parade into packs, packs slip into carton* and cartons pi le one on top of 
another lor strong product identification and sales appeal. Created by 
SARRA for the American Tobacco Company, through the M. II. Ilaekett 
Companv. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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TV Station 
Is Measured 



Every field has its pacesetters, and this is 
especially true of TV. In most multi-station 
markets, one station leads (and forces the 



ht'WII-TV 



others to follow by 
sheer pressure of com- 



_ irst with 
CfLpfi and 




petition). That's the 
primary significance of the 
many WSM-TV firsts, only partially 
illustrated here. 

WSM-TV was the first TV station to set up 
shop in this market by a margin of more 
than three years. And WSM-TV built the 
longest privately owned television relay 
system in the world in order to bring its 
viewers live network TV three years before 
public transmission facilities could be 
provided. 



INITIATIVE! 



WSM-TV I 



In that pioneering tradition, WSM-TV con- 
tinues to lead the way. 



Two current examples: 

WSM-TV s entirely new type tall tower, now 
under construction, that will be not only the 
tallest tower in the South, but will also do a 
coverage job that no other tall tower now in 
existence can do. 



JPulse survey of this market (April, 
1955Tsfio\ving WSM-TV with 12 of the top 
15 once-a-week shows, 8 of the top 10 multi- 
weekly shows. 

Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 

Clearly Nashville's * 7 TV Station 

IRVING WAUGH, Commerciof Manager 

60 WARD PETRY A CO., National Advertising Representative* 



WSM-TV's sister station - Clear Channel 50,000-watt WSM Radio - is Ihc only single medium lhat covers completely Ihe rich Central Soulh marker 
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What makes Columbus a Great Market? 




Rich soil . . . rich pasture lands ... a rich area saturated by 
WBNS-TV coverage. That's Columbus . . . home of the Ohio 
State Fair . . . where this month approximately 750,000 WBNS- 
TV fans will see: 

The world's largest sheep and wool show! 

A display of dairy and bee] cattle 
representing Ohio's No. 1 Farm enterprise! 

The largest Junior Fair in America! 

Hogs . . poultry and grain entries . . and over 
300 industrial and commercial exhibits! 

This is one of the many reasons why Columbus 
is a great market, and why WBNS-TV's view- 
ing preference in this market assures you of 
a rich return on your WBNS-TV advertising 
dollars. 

Number 3 in "Columbus Market" Series 



WBNS-TV 
COVERAGE FACTS 

TOTAL POPULATION 
1,872,900 
TOTAL FAMILIES 

556,000 
TOTAL TV HOMES 
500,400 

45.2% overoge 
ihors of oudience 
'in Ihis 3 station 
morket, 

15 out of 15 Top 
onceo-week shows. 
9 out of 10 Top 
multi-weekly shows. 

(Source: Columbus 
Tele pulse June 1956) 



WBNS -TV 

REPRESENTED BY BLAIR TV, 

channel 10 • columbus, ohio 

CBS TV Network . . AfrUtud with Columbui DnpJtck . Grticrji Wn Offuc, )i N U,gh $r 



LARGEST SAMPLING OUTSIDE U. S. CENSUS 
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Pulse TV Markets now total 159! 

52 more mnrkels have been adtled shire January lo the ]07 icporleil 
through I0.S5 and lisln] belt,*. Space pievenls showing the enliie 
list gladly supplied <in retjue?€. 

Fur ease Imloiies, there i* a uenllh nf data embodied In llie con- 
tinuinfi repurls ft.i llie markets in wfiich the hulk »f U.S. p. i nutation 
and *ale* are enneeutraled . . . vital infornialiun sn often needed: lime 
changes, audience imnp, variations market by market, ete. 

Combined mi/A a stvtly of U.S. ftthe TV the national picture— yon 
can thus break down tesuits and .see where thy eMra salt's vfjort and 
promotion can be most profitably expended. 

Obey that impnlsf n C l in Hmrh with Puke rijiht nmv while jnu scan 
this. 

Available for Subscribers . , . Tremendous Backlog of Data 



Lira* Unti 

Ne network M L, 
promemlni iuit 



No network 
programing 



Albany-Tioy-Schcncclady 
Albuquerque 
Amcs-Des Moines Aica 
Attanlj 
Augusla, Ca. 

Baltimore 
Bangoi, Me. 
Birmingham 
Boise- Meridian 
Boston 
Buffalo 

Cedar Rapids 
Charlotte, N. C. 
Charleston, S. C, 
Chatl anooga 
Chicago 
Cincinnati 
Cleveland 
Coloiado Spiings 
Columbus, S. C. 
Columbus, Ohio 

Dallas 

Davenport -Rock Island 

Dayton 

Denver 

Detroit 

Duluth-Supeiior 

El Paso 
Eric 

Fresno 
Fort Worth 

Grand Rapids 
Crecn Bay 
Greensboro 

Harrisburg, Pa. 
Honolulu -Ohu Island 
Houston 

Houston-Galveston 



Indianapolis 

Jackson, Misi. 
Jacksonville, Fla. 
Johntlown, Pa. 

Kansas City, Mo. 

Lansing 

Little Rock, Aik 
Lo» Angeles 
Louisville 
Lubbock 

Macon 

Marlclla^ Parkorsbuig 

Majon City-Albert Lca<Auslin 

Memphi's 

Miami 

Milwaukee 

Minncnpolls-Sl. Paul 

Monlgomoiy, Ala. 

Nashville 
New Haven 
New Orlo.int 
New York 
Norfolk 

Oklahoma City 
Omaha 

Peoria 

Philadelphia 

Phoenix 

Pittsburgh 

Portland, Maine 

Portland, Ore. 

Providence 

Pueblo 



Qumcy-Hannibol. Keokuk 

Richmond 
Roanoke 

Rocheslci, N, Y. 
Rockford, III 

Sacramento, Calif 

Saginaw- Bay City-Midland 

Si. Louis 

Salt Lake City 

San Antonio 

San Diego 

San Francisco-Oakland 
Santa Barbaia-San Luis Dbispo 
Scranton-Wilkes Baire 
Seattle 

SoalMe-Tacoma 
Sioux City, la 
South Bend-Elkhail 
Spokane 

Springfield, Mass. 
Springfield, Mo 
Syracuse 



No network 
p ro s rani In r 



Look U» 

and liu 
H T L 

Hill 



Eye on New Yt*k 

NY L 
(tilt 



C.mer. Three 
aoit 

NT I* 



Let'e Tekt 
• Trla 
iui( 

Var t 



Wild Bin make*. 

Ketleii 

Burnett 
115Hj F 



No nehTork 
programing 



No network 
proiramlnf 



Tacoma 
Tampa' St. 
Toledo 
Tucson 
Tulsa 



Petersburg 



No o*t work 
proiramlnf 



No network 
proiremlni 



Washington, D. C 
Waterloo 

Whceling-Stcubcnville 
Wichita 

Wichita Falls, Texas 

Wilmington 

Winslon Salem, N C 

Yoik, Pa. 
Voungslown, Ohio 



This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV 

f bxte* (At 

WtTEMEWS 
\ u tic 

^HOME 



RURAL | AND URBAN COVERAGE 

PULSE, Inc., 15 Wen 46th St., New York 36 
Telephone: Judson 6-33/6 

IK LOS ANGELES — 6399 WUS.llRE BOULEVARD — WEBSTER 1.2412 





No nolworlr 
prof i ami mi 



L..I 0/2 

Campaign 

Roundup 
tint 

Yer L 

sii a j n 

Medical HorUont 
CINu JWT 
*.'■%■.« T. 



No network 
piogiamlni 



Celliga 



We'.h 



Pr.ei B" 

Cont. NT 
L tun 



Bartdweoen '56 
slY toil LAI' 



Going Pl*«* 
tpot tutl 
Miami L 



Faeo the 
Nation 
autt 

We*h L 



The CBS 
Sunday Newt 
tuit 



Nighttime c 



SUNDAY 




ptember 1956 



TV CO tVi PARAGRAPH OF NETWORK PROGRAMS 



n 



N.-t*- Nrj ( .| 
d*> in %W 

li I Jn .iP 

pn 



Telephone Tlmi I 
Ikll Telephone 1 

U. W. Ayer t 



No 

prei 



No Mil 

prftfrj 



St) <■ 

Amci U 
iuiJ 

to 91 

"t'o nil 

prorjij 



sit ■ 
HIP 
Fill 
it 



184 

'). \\ 



si I 

Yfiulh M 
Klf 
<i(it 

W th 



UK 
Or. 

NT 

Outlto 1 

NY 

An' 

\ 

\A 

Willi 

i* 

Muluit il 



Ct»l 



Ui< 
FrKiHt 
ftH 

ST »f 

til 
l iJH 



T*tr 



if 



S"t 
ill 



.St 



U4 
II 

ptr 

(jili'T 

H^KK Fll^ 

It"""! 
mfllf 



*u Ai* Then 
I'ludonUet Ini. 
IJUllr P 
&>lkint 1 H*tden 
i 23,000 



Cimptiou Soup 

asuO 

ill wki 

helluma 
Buinell W8.50O 



Pi Ivelo Set'y 

$32,500 
Ameiiciii Too: 

ludu ttilke 
Witty F 
BBOO 



PHHI I llm 

f fiiliY.il 
Itau'd) 



Thi Ed Sulilven 

Show 
Jt(ICUI)' Dl» ot 

KuiJ iloior Co 
H1NV L 

10 



K4.E 



160,000 



Hi* "irt 
. Kli 

I ill It! 

Inti 



1 

■nil 



In. 



8F TV.itri 

lniU 
DD Q.E 

ISSNYftBj Utp 

fSO.OOd 



Attract HI(«hiMk 
Pritontt 

Rrlllfll Slr*u 



V4.B 



S4S.OO0 



f«ui 
mil 



llriifnnif,, 



YiR 



The S64.tO0 

Challonge 
P Luiiiiini 
■>nt elst 
■ It uhi 
Rerlwi Prodi 
105NT I, 
LnRothe ilS.QOQ 
Whm ■ Mv LlneT 

SpeiTj.lUiKl 
V \ K alt irkt 



t Uclone Curllt 
t-arli 

udgln 129,000 



oua Niwt I*h'| 

FbaimaevulUati, 

Im. 

Klitlar 

61NY l 
?*B f| 7fil 



No oaiwoii 
oi oaiitalof 
•»■ lun 



MONDAY 



Mw the Prna 
Pan Amor Worlfl 

Alrwajt 
JWT alt wkt 

Johnj-kLaiUTttlo 
34\Vat!i 19U 
JWT $6100 



Rey Roger t 
Oon Pdi: Si ape 

lUU, pnil [oaitltl 

126 Bj F. 



TUESDAY 



Ne oetwori 
oreirimtoe 

m-1 



J26.0O0 



Topper 

91NY P 
Gen Foodt 
Jolle 

yah 

Lot] 9/10 | 
M enl ior 

H?>neld( Mrlali 
Frank Swkt 
Buchanon lo 4 
$39. $00 

Stt 9/23 
Circus Boy 



Jack Diets 
Show 
m<t 

to- op 



No neiwoii 
oroenmloa 
m-t 



D Ed*eidt Newt 

Whlietiill 
Balet $0,500 
NY ro.w.l L, 

6 .-55-7 



No nerwure 
ptoki amine 
m- f 



No Del wait 
mom imtpe 

ml 




Su omroifl 
ni "e'l mini 
mf 



Chi _ 

John Daly Nlws 

aj.SY eutl L O Edwardt Niwt 
Vi lir $3900 Wbtuhatl 

j 79NY m,if,l L 

j Balet ] 

Robin Hood 
Joiinien & 
Jehnten 
Y&8 all wki 

Wlldrool 
BBDD P 
NV $34,509 



No noruork 
piogri cuing 
7-7:30 



TBA 



Ht\ Dreot 
Show 

CO-OP 

Ciil ml 



D Edwudi Nfwi 
I'all Melt S3CB 

0:457 $8,5(10 



No nnwoil 
Dinerimlni ' 
m-r 



Dil> 



NY 
7^ co-ep 



Bold Jouinoy 
ltnuuirj. J'urino 
GBB 

M 1 J? 



Mack \ 



Sieve A I Ion 

Show 
Jergcnj' Drr 
Uroun &. 
Williamson 

Bntel 

I19NY L 



Dotb; maen Burn , t A „ in 

ni „„ L ' s[ a ' 3 , lHUj P 
Linn !■ e vv 

\i hr Films ill 

apol Cairier n F Qoodricb 
bts U/10 3 3H y V 
F BBDD $32.500 

Talsnt Scoutt 
Thot j Upton: 
lea. ioup mtiot 
YAR all nki 



Him D Fdwmili Newa 
L- T-ill 

;i\v 

SSCB 



$8. 500 



Camel Newt 
Casavan 



Warnoi Brer, 
Prot«nli 

OK 1 Ma«on Nem" That Tune 

DFS 



NY 
M & 
Th 



!! ivk Wlilrehill 
J. Ittynoldi I lJKgf.il & 'j,^ VT 
E » l > I Lnjl 0/11 Bnt " 



If 

$15,000 
all ivk« 
Lanolin rim 
Seedi 



NY 



Viim at 
f linlano 
ll'LriiWu* llie 
* lumber Toni Popormalo 
7tfNl L »" 

ilmui 75NY $28,000 L 
*AJ IH.whiHj*- North T 



" Liu I 3 /IT 
Ernie Kovact 
ituor Chicle- DFS 
Sperryltaud YAR 
lUlciie Lurilj 
LudfllB 
150NV HsL, 

an am 

Sir Lanteloc 
Aniei Uduiq l*rtnl 
a-5:30 Bo(ct 

alt Lvret JWT 

Producer*! 
Stanley Sli 0/14 Showeete 
Amor Toll SSCB COLOll 

alt (80. JU lnfcln41 

Tonl North ki:a Hit 

8;30.0 NY&Hy L 
$260,000 



ii5 000 Honianln rhem. 

,,l£ NLAB ,|| wk 

- p . . 

$90,000 Phil Silvers Show 

u,. _ R J. Reynoldi 

Wamyr Brae, Fllv 

ProtonU 7 " 
Imnr'ri! NV r 
P l'oncis «" ^* 

JWT A Me. E 



oil ivkt m o/]3 "-"""v • •" 



NBC 



Wyott Evp 
alt 

D S F (jpn Mlllt 
I'iVO Compton 

$28,500 



SIB 1100 
N ivv L og 

M irt|? 

Burnrtt 

■ II irlfi 

Rusiell M 'S.rti. 

$32. 1 Ofl 



OMyear 
TV Playhtu** 

9-10 
QoodMer Tira 

10TNY 41L Film Fair 

ail «rkt 

YAR H7,<m NT 3-10:3Opm 



Charlie Farrell 

Show 
lOOHy P 
Qon Poodi Saokn 
YAR alt 
P&a LUt Groy 



Alio*. Ptytii 

1I6NY 6tl» 

alt ffki 

FA8AR $57,000 



epol carrier 



Lorotta Youno 
P&O BAB 
T50Hy P 



Nalional Bowling 
Champleni 
While Qui 
CUiri 

YAR 
EOChl L 



Film Fair 
(cont'd) 



Ne network 
proei amine 



Vie Daniono 
Umi Shim. Init 
mi xnrti bl **^tT * 
185NY 153L, 
B4B 



Lail 0/17 )[>ummer Orlrjlnoli 

miuii „ L */ sl y ' ,s 1(W * Mnhf] 

til nti io «l Brekon Anow "PhnrmaMutlraU 

01 BBDD „„ Sla B/35 Kl»tt»r 

all l'&O YAR ISfJNT F 

DFS Appllanco 

Moit Beautllul A llceelvor 

Girl In Woild H"Ch p 

Ruulifii LdRtwhe 

Sli 0 21 Spotlight 



$38,200 Du Ponl Theatra 
P JJul'ool 
"« Mompomar,!? 0 -^' 



No netwoik 
prosramtoE 



No netivorlc 
prograinUiE 



SI ud lo One 
Summer Theater 
Weillntthuuie 
' BPDllancet, It, 
mUlo int. lur 
bojci plnue mtr* 

McC'E $28,000 

11SNY L 



No network 
progi amms 
mf 



No network 
proeiamlflg 



S1NT 



Prittntf 

etaoiu.ao ■ 

6 L, JoOuion vn 
NLAB alt wk 

Schick: M'AL 
103NY lulL, 
$47 . mg 

R Monlaomery 
Pretante 
9:30- 10:30 
l tee iboTe) 



No nelivoih 
Droeramlns 



No nelwoi k 
pronamlns 



Tin If M 

11 '!»0 pm-1 am 
i|3NY ml !■ 

1-taln parlle: 
,\„r A lalenl 
tl«nf» la $I7M) 



BBDD 



Playhouie 
Pol Milk 
P Gerdner alt Kk 

$33,000 R C Johojon 

TSIIy t 
NLB 



The $tU.OOO 

Quittlen 
Rerlon Prodi 
Bio Pleturo B8NY L 
NY iuil P BBDO 



Latl 'J/25 



No network 
progiamlnf 



$25,000 



No nohrork 
prosreatiag 



Do You Ti utt 

Your Wile 
Uuntsrel Moloit 
Vrlulilalif Dlr 
Kudner $32,500 
Uy P 
all Llssetl 

& iij'OU 

LAM 

DFS 



No network 
proei amtDE 



No network 
programing 
m<l 



Nighttime 



■ — r» 



WEDNESDAY 



NO DtllHTIll k 

proarimlni 

m I 



proinmlnf 
m I 



No n*lwnii 
Ornci imlni 

m-r 



O Edwnrdt Nowt 

V\hll*h»|| 
Bnlel 
NY ra.iT.t 



So n»lnnrk 
pmei imlna 



F rankle Carlo 
susf 

ITy L 



News Ceiavan 
Spi<rrV' Hariri 

Y1R 

NT L 



Doar Phoebe 
Ny tii<i P 
la»l fl/11 
Sis 0/1H 
Blo Sui pi Ito 
Puiot WtR 
Rpcldel NCK 
NY 1> 



Thle It Show 
Butlnrst 
Blilinn Soeneer| 
I.nsi 9/11 
St« o/l <t v .„ 
Noth't Aik— 
r n t.M Me. E , , 

Hy 



Jaek Drici. 

Shew 
wop 
CTi L 

_ _ mf 
Inhn Du Iv N*w« 

Mllr>< T.eba 
11VT T, 
Wade y hr $3l)0fl 
i 

Or«ft"vlnnd 
T'Sn « ?n 
A m^" 11 fl i ori 
BFSO 

(irvr r U h i irklr 

\mif Dilrr 
ramohrll. Mllhim 
H hr ||l irlM 
U ti- ««7 ^71 
D l*n*vl*nri 

(7 'fin «-<m 
wniMi 

M>r«nn. Fi Irkmn 

]«n n? p 

t br *how 

$71 00K 

A marlnq 
Dlmnlnocr 
Am TV4iFiew> 
SSCB 
Oil 

Penunn Phirm. 
Dnnnhuo A Co* 
L 



^Jn nnliTnre 
progrsmlTiff 
m f 



Flrctldn Theatre 
I'AO 
Compton 
132Uy f 



P i,nn n'2fl 
Seri»o nirftior, 
Plnvhrtino a 
Entlman K<*\*k 
JWT 

Chi p 
S40.0OQ 



D Frli«»if1» Nnwi 

Wli llrball 
BnOi m.w.f 

Cm (eon Thfatio 
tutl 

NY T.AP 
r.nr 

Plrk Th? winner 
Wtti Inffiimno 

KM. LiG 
NY M _L 

Kit 0^2 

Frnnkla Lolno 
Tlm^ 

Arthur Gnrttrey 

Sin 1/tn 
TVinl I'niiormnlo 
North 

nil 

jirluMi Mycrt 
YAR 
Kelloeg 
Burnett 

alt • 
rillibnry 
Bin flett 

J3^ nofl 

105V« 1J0L 
per VI hr. 



Kelter 
Alum. Hr. 
YAR 
Kaltcr Alumn. 
114NV Lt 



^ n«i n •<) 
Edriv Ainold 
Shnw 
mat 

Gpilnnflckl. Sffl 
% 

Si« i/;n . 
Ford Thontr>> 
Pi^d j WT 



Tha Mllllonnlii 

fnleila 
T»d Bid! 
O V 
$13,000 
I 



I've Got a Sotrel 

Iteynobli 
EUy $25,000 
NY jj 



all ivhi 

A i man ono 
Clrilo Theatre 
I Aimtirong 

9:3010.30 

BBDD 
NY L 
$60.000 

Big Town 
Lorei MeCt 
AC J3p.uk l'lug 
D. P. Brolhon 
NY P 

$32,500 



No rjotrvoiJc 
progi amine 



Tenloht 
11 '.30 oui' 1 am 
NY mf U 
1'mln paille: 
(Ime \ lilrnl 
$3800 lo $5750 



Wedmday 

Night Flohd 
1'abal Brewing 



Warwick A Leplef Oenonl 



20 1 li Century 
Fox Hour 
10' 11 



Monnen Co R 
CO' loonanr I 
McE, KAE I 
Vai L 
$35,000 
10 pm to cuuel 



YAR 

Uy 



t\v nHirork 
prognuilng 



tlecli 10 
ill wit 
t 

$100 ,000 

U.S. Sleet Hour 
U.S. yieel Corpl 
1UNV ait nk L 

BBOO $45,000 



No oalworh 
profiaiolrig 



No not work 
prom am lug 
ml 



o$r s 



c.vp|„„„ (ioiiS (n he ,p tfOII use tltis chart Sponsors listed nfphnfiei'iralfv nj,cucy n..rf (i.i.c «.. «ir 



t 1 ^ 1 * rludi ?i Droducllon only, do not Inclndo commerelols or time eliai«i. They 
i?""! irrniinn i. 7 ' n «*ncy tomni 1 tilori 1 lo Ihe ellenl. Film ehow cotti do nol Include 
f T"; ''.I*- nine are uicd. cosU euierKr.ed for leason ivould bo tomeM'hat l"i 

J wt, f» r'„ S" U , Uh * n * for an acroes ibo- board elioir li llil«l *» Monday onlj. 

JIlHj, lot Ihe iteek. 

I , «"rv.i^ Ur,, D * yl,,h, TltD «' 

rt!* 1 - •utI?«i B * 11 ' Cb. Chlcaio; fly. Hollywood; NY, Now York; Vm 

p - Vi- t«V P'Wucli; rAtv. ndlo and TY: elmul. ■ImnlcMi: tbr ib. ihu*. 
K! '* *1C- siii * 10 b * wnouneed. TSNY miani thow It carrli-d eo 75 »t«l<JCia. ei Ul 
■*•' oredurti \ n 00 °* "••lent lelecail ihow lira, the "it -eiry It til i klna. 

lit i v . c n ,,ldl «lf>n lo thoto menlloned Id rhan are plurked <» I>i orrmm. 

' ZTm^r 1 ," 1 Sh<M *- n<,,T JI F T-8 •« n*iri variety. Srlli hi 5-m In. 
ai " Cr« A 11 !? ln Mc " ■PPra'-m. m Kmc coat o( tinm 11.411 20 tor U ' 

CtJ ,nr 2 nour » IT-Oaro). ilnce the tecond hour li a repeat of Ihe firtt. 



Kinm 



new M P N-r* sm . & Sol 0 30-10 30 im clillilrcn'* jlww. Alto will & 
■"T iilom 1,51,1 U ,I - 301 70 ,or 10 "* llon * l ^ ■ T:,e ■ 3,3 ,01 1,4 »"" un ' 



U, , "iinran <rV. .V' 1 ' A 

llC TV- T [,W Sl!l!m * nt - 

P Jit* \*£*u\Z, 79 ' m " ,01 on <*° r " nwo coit Pel lmln. r-ortlelpeilor. ror^t 
t^** 'o it i Ini*.'," 100 ' ,5 - rft0 lor 5 6 iHllom A client may purrtiate anyth i s from 
^ * lh U«IS , . , ' r * • nr,0 «n««ni e nl campaign. Due le Tadny't commercial O^^llltT ibe 
!.'"* "tam^ °' * " ton »""t'y In a tlaio of rtui. Today hit cir led «w 1» 
fc^'i In nt ,,' , ' ,> on o lolol ol 51 tl.llont wait lo coejL Tie » tic* 
* !•« hourt .,J'?5 7 10 ■» H»T. Tl,e S-lfl jenmont t. nol teen 

T?~ ln I* if ... ln " c " "«« «««■ Tb« ■'»* l,eul '* ',1.' r«7r«' end 

tf Co "L rxl" 1 - Cenirel , nJ Wesl Coast wii.e*. and Ilia llilid in Ihe C«i(ral enfl 

si r Y™'»*'tUl» In iha flni liwn ere repraled In the (bird. „ _ 

■^'^ » L. ,nd Tenlfhl. St-K 11:30-1 am. are alto pait ot MH- '» 

tmrnm *™ <!«l«1li. ■•• abarl, 



C. Sp»rk Pluo. itiolhn: NUC alt To 10 30-1I 

AmanS'. Jlaury. Leo A Mmh.ll: CBS. .11 To 

Ame^Chlele™ Dl'S' *N RC, pilllc M S B P«: 
ButM- A11C. H«rllc S.I 1:30-9 pm; BoUs: 

Amer^ryolrrArta 8 ; %liZu.^, ABC. all W 

A mer ' 3 H orne° Pt*. ' Tell .V.'e.- C P »S. M-F 1^.15-SO 
L % t li SII nni: Th 10:30-10.1.1 em; 
Tat S.T lVo-9 Pm^NltC alt >J 8 8 30 lin, 

Ame* Melori. Q.«v * UfUS: w T30 - 

.^f' S rln"c... io.Mii K.« rm r m-an-u pm 
Amer. Sitoty Rwor. .MeE: CBS. Fit 3 D pm. eo- 

...f'T.h BBDtl: CBS, Ku T30 S pm; NBC. 
A all la 10:30-11 p.a; SMCB: CBS. Tu T.13- 
T 30 litu' A1IC. ill W * nC - •» 

F 0.30-10 pm; NT1C all Jl S:3t-8 pm 
Am Por.ltuch.non: AMC. TAW 3 . 1 5 nm 
Aimour A Co., Tmliem Laird. FCli nut-, aai 
10-10 30 pm Alt Pal S » Pm 

A. m.tror-o RBDO NT" all T 10-10:30 pm 
B T. Babbitt. DFS: NBC. Sit 010 |.fll 
Bayuk. Lclwii: &al 0:45-7 fiu 

Btcebaul. KatE. NBC. Sun 3-3-30 pm 

Bill T.leohena. N W. AT.-1 : TBS Sun 8-C'30 pm 

B. .t FooSt. Lud«ln: CBS. Tu 10:15-10:30 am; 

DFS; CBS. Tu 1 15-2 30 pm A 315-1 pm 



Tli 8-8:30 pm; M-F 11:3012 noon; M. W, (f 
3-3 30 lira; ill P 0-0 30 Pfu: V 7.30.8 im; 
Sii 2 2'IS lire uppiut 
Hwcl Blthep. Spcctot: CBS. T 3-3 30 pm: ell 
Tb 10-10:15 am; alt Th 10-10-30 pm; F 
JO-30-1015 nm. D.SO-S'-IS pm; NBC. Tu 3.10- 
II pin 

Borden Co., YAK: NBC, Tli 9-9 30 pm; .M-tt-F 
1 1 13 pm 

Bi M Id Mle .IWT ^BC Th 9 0 , fl0 nm 

Bi |j(ol-Myeri, YAlt CBS. Suir 9 30 10 [<m: 

iiiA.ii 11-11 30 sim; all Th B 'JO 10 pm: \V 

S-8 30 nm: ARC. Th 5.30-C.1& pro; DCSH: 

CltS. nil U 1015-10:30 m 
Blown A Wllllamton, Uitei: NBC, Ru 3-9 | in ; 

CBS. ill F lO-l'ISO pm; CBS Si ! 2 10 pin 

uuinoi: Sfl'il* NBC. ill WAf 2:4.1 3 pm 
Bulevn. .Me li: CBS all Sdt DOS* piu ; S 0 pm 
Camobtll Soup, llninni. BBDO MIC. atl F 9 10- 

10 pm CBS. Sun 7-1.30 pm. m.l0-10:15 ioi, 

S IS 3 pm: AHO. Th 515-J-30. 6.15-B pm; 

BltDO NBC. all V 9 9 '30 pm 
Carnatlan, Km In. VVim-v CI1S. all SI 9 8.30 pm: 

ABC T 5 1S-6; CTIS. all TTj 3.30-1 pm 
CBS-Hylron. Bennett A Northrop: CBS. F 1010. 

in:45 am 

Chotebiotigh.pandt. Mc-K' .SBC. ill F S S'30 nm; 

Stc K A. JUT- .SltC. ill Tu 7 30 8 30 |im 
Chovrolol. I'amoUell Ewald: ABC. F 8.30-9 pm; 

NltC. Tli 5 .;iO ti nm 
Chrvtler. kjtr Mel'.; CBS. Th 8:30 0.30 Jim; 
Clba. JWT ABC. Su 1-4 '30 pm 



Coco Colo. MiE: ABC. M 5-&.15 A 5:30-5 13 pm: 

NIIC. \V A Y 7 :iM 7 H pio 
ralgiitr.polmollvo. Eily, UN, Balet' CBS, all 
Conllnenlal Bklng. U«ie«: NltC, all Sal 10-10 30 

UU1 

Convened Rlre. Bennett: CBS. T 11 15-11:30 am 
Cern Prodi. C 1* Mlllca- N11C. SV »■ H 30 pm 
Helur* Curllt. I.uiluln: Mill, paille, MHO pm; 

fits T 2 in ? 3D pm; CltS Sim 10-30- II piu; 
Deiby Fdt . .Sh-Conn Kilckion: ABC. ell \V 7:30- 

h 30 nm 

n,st-ii. vanidf II ill in VII C Th »■ r.30 pm 
Dedgc, niml: ABC. Set 0 10 pm „ 
iinp.nl ii it i m mm" Tir w :m m nm 

Eiavunihti. HUDir CBS. \\ 10^0-1015 am 
Eo» m.in- Koilnk. JS\T: .SBC. W 0 0 30 pm 
EmciM Oiua. LAN; .SMC. ill Su 10-10.30 pm 
FD'I'.aft. t'HS. Sul 3 > lire 

I iv.. I \\ -| Mil i ' I :< tl ; fi Mf V or 41 h 

SI ft 1 30 nm: .UVT All!'. SV 0 30 10 ptu 

Gcneiol Elielilt Mi'im. VA ft. Bltnn CBS. Sun 
n-0 30 pin. ill W 1011 pm; ABC. Tn 7:.T0- 
» M nm Tu J> 0:30 nm MtC ill M 0-0.30 nm 

Genrril Foodt. YAH. II\B CHS. ill Jl 9 0 30 

i rn>4 si n in.io pm; N RC Sun n-,in-7 

l> in : NBC, Su 7 1.30 pio; CBS, F R-H.30 pm; 
fits F * 3IIEI pm: CltS, ill 3il 10 30- II ant 

Ginrrol Mllli. Knoi IWrei, 1)FH. fllino. Wm 
Eilj: AMC. Th T-30-S nm; CBS. Sal 1 1:30 

nm. m man-io n wi; s\". v 12 1211 
pm: F 111 1* 11 no: sv 3 ( r. ( pm: Tji- 

Imm Ljhd C1IS tit H.l 11 30-l!n; AMC. 
SI W V : 15-J in. r - 1^-0 nm 
Gencul Metort. Frlgldalia, Kudner: CttH, SV 



THURSDAY 



FRIDAY 



No nfi»oie 
tnoti imloa 
m-f 



No neiwoie 
oinenmlne 
ml 



Inrfc- rirFfla 



No network 
proai amine 



Eddln FHher 

MCE 

NV jj 

Newi Cnravin ' 
Time YAR 
all 

Miles Wade 
NT WF 



NY/ 



f r 

n- . 
mil 

i.tnoo 



No enltrork 
oroai lailne 
ml 



D Edwirda Niwi 
NY L 
■uil 

0 13-7 



Ne oeiwuik 
Dmciamlnf 
m-r 



tir 
1 



V Eovnrili Newi 
■ Ull 



NY 



Lone Renoor 
Oonpiil Slllle 

DSF 
Amn Milrr 
Cnmpbell-Wllhun Uy 
ClUx F. 
138,700 



Pren Conlcronce 
Cnm rrrnls 
C. L, Mlllor Th0 n eur GJl „ 



Sgl. Preiton 
ol Iho Yukon 
Umker Oiri 
WBA1 P 
1. 

$32,000 



75Wejli 



NY 



co-op 
8-o nm 



Falhir Knowi 
Beit 

SC0(l I'lPDl 

"fly r 



JWT 



133.900. 



Bah Cummmoi 
It J Iteynnldi 

nlnniin rlga 
nit nkl Colealo 
81 1 ly F 
Etty 110.000 

M Till 

fluvilei Coni 

MtC.E jeb.odn 
tiy l. 



Knit TV 
Thnili ■ 
Ki all Foodi. 



«1NY 



llio Hour Glost 

Cont'd 
0/0 only 



Su U/13 
Combal Sgt 

Wop 



Cllmu: 
Chr>ilKi Carp 
MeCann-Erlckion 



Ml 



-I 



Colnr 



!- Feur Bin Plyhi 
Hrlitol «yen 
yab .it irkt 



1WT 



126.000 , 



Tlirlllt 
NY 111. 1 
f^isi y/27 



■™1 t-lna-ir Hwrlm 
* ilirlilne Co 
98-loylly |l 
YAH 130.0WJ 



hii r a Viur 

Lite 

I'AG: Compan 
I*i ell A Cieii NY iuil 
BIB 125,000 1-aH W/S7 
»iny p u 



Usl 9/3 

tno Ray 
Hullon Show 
I'urui fCB 
7811y U0I, 
SU 0/12 
T*onty-ono 
I l'barinirr-urlroli 

m Kletter 
NT L 



No avtiroik 
proKiimtni 
all irk 



Tanlghl 
(Hlara Allan) 
11.30 pro I am 
NY mf l 
I tnin n.iMo. 
lime A lalenl 
13R0t) la J5750 



.No tin hoi a 
yiuni iiuiug 



Arlhur Murray 

Pai ly 
Hazel Bi«1i up 
Specter 
oil 
Tonl 
North 
NY 1, 



Qui/ Kldt 
■uil 

NV U 



No n.lwoik 
prouaeuilus 



No nehrork 
proei aiulni 



10-16- 10:30 em; T 10JO 11 poa; Bulok Dly. 
Kudncr CHS. Sll 8-R JO pia 
G«iber Prodt.. D' \rey CIJS. W 3:30-315 pm 

tiil'nll- 1 1 J- .11. 

Gold Seal, C.iapbfll-.Mlllnin: NBC. air Hul 8-0 
I jin 

o ' oioftfirh 11 11 rni rn* mi vt u e an pro 

Gaodytv, YAR- NBC, all Sun 0-10 nm 
Gull Ull. YAR MIT F 4 an I t, m 
Homm Brewing. C If t'BH. all \? IO SO-11 nm 
H J. Helnr. Sluiun: Nile. Su 12 12-30 pin 

. Ce ' l, " ry; A,,C ' HJ2 3U P«n. 

8/20 only 

lergena. Oir. MtC, Hu S 0 pin 

lohm Mamvill*. JWT Vlti" .11 4.1*0 Dn) 

lohnion 4 lahniin. V<W1 I'MS. ell .SI 7 jO- * pin 

S. C. Johmon. Nl.AB NIIC. Ill M »:30- 10-30 

nm. TBS ull Tu U 30-111 pm 
Knliei Alum.. YAH Mil', an Tn 9 30-inao pm 
Kellogg tluinrtr: CtlR. Tu A Th 2 30 41 inn; Tu. 

Tli 11 II 1.1 mi.- Hun 12 30.1 pm; oil Sun 7- 

7 ;tO nm -. ill SV » 30 0 nm 
Kleenex. FCAB. ill Mil a n nm 
Kuamoik Mtg.. \Vmu\ Mil" Hil n 10 pra 
L»*in A Fink. \h¥. C1IH. Hun iJ.it-30 pm 
Liver Bret., JWT. Bit I H). .SlrK: CBs, w 10 lO'lS 

■ ui. II II IS am: K 10 11. 10 30 im" M W 

f 2 30 to pm; JSVT NIIC. Th 1011 pin; all 

T 10 JO 11 pm; N1II7. all F pm; 

Mtf ill M H * 30 pin 
Lloottt A Miiy^ri. UFU. S1C-E: NIIC. Th 8.30- 

0 nm: <iw sm in 10. in pm; aiic, th 7:an. 

« 'Hi Dia. t'BS Hi To 10 80 11 pm; NltC, Tu 

S 30- U pm 



Nn nirivrirt 
0> nsfttml n| 
ml 



No n*i«^ik 
prouiiolng 



No iiehvoik 
Pi Uhi aiulni 



Jack Dree. 
Sho* 
co- op 
CI 1 1. 



John 

Dinah SI1010 „,-. v 
t^iiuiruiui tiSiSi 
OINi Ll 



Dnly 
co-ini 



Niwi 

1. 



llln Tin Tin 



na.uou N , 1 ; 1 7 i,f;,' U |, 

Ciniul Kn Uitvii iln eilib'il iiIimii 



Eily 

NY 



J Arviiinii 

,M - 1 Ii 



KAE 



V 

124.000 



Hu uolwuai 
eroirimlo- 
ml 



O Edwudi Nowi 
Wlilloliall 
m ii- I 
(1-16-7 

Bnloi 13.500 

So nainurt 
1 1 1 « tr 1 iml-it 
m-f 

U tuuoroa No*( 
Wlilli-hill 
iii-ir-| 

Bfltet 



My Friend Flick. 
Culuali 
I'uliuiilUo 
■Lenuon A. N owe 1 1 
Uy V 



Boit ol 
(troutho 
lJ«Su(i m w 1 1 1 t 

«r Uli ij "lur 
IHIUy F 



BBDD 



Adv Jim Bowie . Hally*ood 

Slum I'lslek Summnr ihoalia 

Bntoa (ion i.-^j, b&B 

H2.S00 I' BiuJiti MC E Billy ]• 
NY I' 



Ul »giiil 

Llll>ll|*l lluhi* 

H>l)Uy P 

™> m C.mph.ll. 
We- E E*ild 116,500 



Cl OUr Kit! 1 
t'horrohit 
ll&lly 



Oui xtlii Brooke 

Gvn'l ITuodi 
YAR fT 
By 130,000 



Piouli'i Clioln 

Ul uludULU 

Y(k K 

6UNY V 
135,0(10 



Tron*uio Hunl 
Muircn BnHil 
WA(i 

NY U 



Tin Cruiad*/ 
It J. Beyuoldi 
Eity 

NY h 
olt 

Coltalo. 
I'lliunllin 
Eily 130.009 



1W1 MO.0UO RF * 



rwo lhualie r . B4hHtJ Pli» 

nuid .iuiui Co. Ini Vlte I Jieu.a ol Siaia 
juiv«. riui.a Mi'illim Bins en-iitln 11iii>iiiu 
1VJNY V "0NY r 

iWT 132.SW1 
111,000 10IN1* 11* 



Ifndorcurlont 
I'lm-k-i ,V UmuUI* 
YAft 

■ It 

Uriwrn a Wman" 
13SBy F 
Utlicl 

Pantomlmo 

Qui/ 
Uil 0/1 
Pei ion lo Ponon 

su 0/M 
Aiiiui till Kill 
Uiiaio Ilienl U 
Cnmpbull- Mllhun 

riiue YAfl 



Ltn> Vldoi 

Thulii 
l^rer llrtw: 
x t)l tr- 
io 11 pm 



It't Polka Tlmo 
Clil ]> 
I'dbtl A eo-op 
Burnett 



IWT 



150.000 



No lultruik 
prom ire inn 



No ual wurk 
prom amine 
■Jl wk 



Tonight 
iMlara Allan) 
II 30 pm I am 

NY in-f U 

1 mlu piillo 
iiuid a ralenr 
131)00 la 18?59 



No noMrmk 
piotiiiiiilnit 



No nelnoih 
prouraiulnu 



No netwoik 
proa-iaiutnit 
mf 



L'.>ti 



NY 



Mn 
N» 



C 
1' 

llj 1 



LHj 

laoiij 



Beit 

PalH 



\ 

oi.\T 



Can 
Nil 



vSiui 



llov r 
NY 



II 

ll7^^ 

Miuon 



St 
NY 

oi 



tl ■ 

NT 

I *i 

I I in* 
13 , 



pm 
CBS. 



Thimei J Llpton. YAB CWH. att M 8 30-0 pm 
P. Lorlllaid. l.i.V. V,\ll: CMS. ill Sal U-0 30 

pin. nil Hun lw in 3ii |im; LAN: But 8-0 pre; 

LAN Mlf V H H 311 1 1 in 
Manhollen Sunn. Hi In-Mt-li-i A IturJi ' CB8. Tli 

in :jo io.u mi 

Mall ClllOy Mninrll ARC F 6 30-5 15 pin 
Millel. Carton- Robirli: AKC. ill W fi 30-6 13 pm 
Maying. MiCnin f-.ilikmii CKH. all T N'30-l» 
Munnnn Co.. Sic K. li&K: AIIC. W 10 pm; 

sa in Hi II inn 
Mitieury Dlv.. Ford. KAK - CUM Hun »■« nm 
M|lei Lfilu, Wmli' A lir. \\ T 11-30 pm; Th 

5-4 11 |im. NIIC. Th 10 T.-IO30 am; Tb 

; '{ nm an sv 7 11 * nm v r 10.8 pm 
Minn. Mining, limit) A dC. T S-4 15 nm 
Mlnuln M.ild Muli'i MtC. all W 1 l'i 3 pm 
Moo pi Da*ld Wlni, WAO 1 ABC. F 9 0 30 pm 
Mimanlo Clixm.. NI.AIt AMC. oil Tu 7:30.0:30 

Morton ®oll. Vl.Alt \RC. all F B-V1S nm 
Mutual 01 Omahi. liu/. ell A .liifiln: NltC. qll Su 
'1 '1 'III inn 

Nfll'l Biieull, MeK: A11C. V 7-30-3 pm 
Nal I 0«lu Pro<i\ \f I'll.-* 
Nr.lle. Ikvan llnuonn ril« Sal * 30 0 
Norwich Phmm., HAT); CO « Tu 10 30-11 
Ne^Jumi, S-JTJI u1( Sal MIC, 8 0 pin 
Oldamoblle. Iriolhcr- MtC. Ual 1 v.k 
111 VS pin 

Olln Mai hi lion. Oianl ■ AMC. all Pol 10-10.30 pto 
Psbat. ltninrll All (7 1' 10 10:30 pm 
Pin. Am Alrwiyi. JWT Mlf. alt Hno S.S:30 pm 
Paper Molt. I'L'Alt: NDC, Sal 9-l):30 pm 



1 nm 
nm 

om 



In t. 9- 



Pinrton Pharmoeal, Donj 
* .10 0 00 1 1 in 

Pol Milk, Oaidnei: NB4 
C11S ill Tu 0'30- I0j 

Phormoeoulleols, Inc., 
D-JU urn. Sun 1>- 111 
pm. Tn 0 B 311 pm : 

Phn-ma.Crill. .IWT- CI 

Plllibury. Ilnniait: COS. 1 
Thu 2: l'.-3 pm; all S 

Proctor A Gnmblo, BAB^ 
Oicy I'llS, all M 
all M U 0 On |m , ; 
iuil- 1IA n NBC. w n 
all r 10.111:30 nm] 

0 30. 10 pm; Bui ni-li -, 
piu. Cnniplim' CBS. 
t'BS. ,S1 F 1 -30 3 
-1 l-l- I run-. YAR: 
B.UI Cllrt M F 
M V 2.30-2 15 iim'j 
*< :ill B pm 

Prudential Int.. Colklni 
il-rin 7 nm 

Pinn, SVitn-KCB: NllfV 
Sul 9-30-10 pm; FC11- 
MH' nil T H. S 30 pin" 

Duakar Onli. SVRAT- CBS. 
s,ii 11 iu piu 

Raltfon- Purlno, Guild. BjsoI 
F 11110:30 pin: M 7: 

RCA Vlelor, KAE: NBC, Jl 
NBC, Slll 1 nh | n 4 
Sal 8 a pm 



s Septembe 

MONDAY 



r 1956 TV 



TUESDAY 



COMPARAGRAPH OF NETWORK PROGRAMS 

I WEDNESDAY THURSDA 



■ 



keck 



ark 
tnf 



Carry Meora 
Cempbell 
Burnett 

Brlitol Myers 
DCSS 

bu.1i Mil.- Rtfl 
OBNT ati m L 
% tu «,14Q 

Arthur Centra) 

(Jen Milts 
YAR 



Stwid Brandt 
Botoo 

JuSer L 
•latul V* 

Brliiol-Myore 
YAR n*w 

11-11:90 



Strike 11 "Uh 
Colfoio'- tthpit; 
tni. tupa* ,ud *» 
rjilnwttti. 1 ,& » 
U*J 

IMTT ( I 

Eity " ItS.OOO 
Valiant Lniy 

BU«4 Brantje 
Be tee _ 
66NT m ,L 
lit. 000 

L«« •« 

A mif Bun* P' 
11 TNT m-t J* 
Ted Bolw »ft50" 
Beorth tor T»n>'" 

PAO" Jot I 
MVT i" ' 1 

Burnett $io.ooo 

Buldlof Llpht 
PAO liorj dm» 
$3 NT ml 
Cempton $9,500 

Ntwe 

1-1 .10 
oil 

N T T-&F 

Stand Up f 
Be Counted 
Suit 

NT b 

Ae the World 

Turn* 
PAO: prelt 

Ivrwf tnrr" 

110NT m-f 10"' 
B*B '/i hr *3°00 



Die* Dm* 
Si heel 

Mull tplt> iponi 

% br $1,600 



Banditond 
iltnul 

B1NV m-l TIIj 



Html 

m-f It 11 
Remeie cul-ln* 
OlYer L&r 
(Wemen'i imn? 
prof rem. For 
ptrlle moniftri. 
there ere etfhl 
1-mlrj eo miner 
c| tit in hour 

OTelUblO 

1-mlo pertli" 
time * Ul J70OC 



Tie Tee 
Dough 
NT m-l L 
•uil 



It Could Bo Y*u 
By m-t L 

Pirllci 



No network 
proiremlnf 
mt 



No network 
nrof ronlnf 
m-t 



No oetwort 
protrtmlnf 

m-f 



Ni neiwork 
nrnerornlnf 
m-f 



No nelwort 
profremlnf 
m-t 



Corry Mooro 

I'JSt 

Beit Foode 
Lude n 

V* hr $3,l« 

NY L 



Arttiut Dodfrty 

Norwich 
BAB 

VlT L 

te* moo 



Godfrey icoot'dl 
Eellofi Baritett 
lAttt 



Pllliburr Mllli 
Buriwtl 



Btrlkn It Bl»* 
C*4f*lo 

» r u** 

£rt» 



VlllMt U*» 
Weeioa Oil 
NT L 

FltnofJd 

Leoo H LIU 
Amer Boo* Pi 
m 1 (■*• mon) 
Ted Betee 



ftterih i«r To»'* 

Burnett 

trm.M: loft 
m-t tt— moo) 
Ouldlet Llohl 

pita: l*ery. dn»T 
m .f (toe mwl 

Cono.1** 

eutt 
Nowo 

1-1:10 
NT LAF 



SUnd Up 4 
Bo Counted 
NY L 
tusl 



A* the World 

Tunn 
p*a; proU. 
Itory I n"* 
m-r loot ma») 
B4B 



Dtof Dot! ton 

Chi I 

(See Mon) 



Carry Ml 
Lctor Bra 



JWT 



No ontnork 
proitimtni 



Bandirand 
•Ircul 
81 NY ml ; 
rnrlle 



4L 



H*ni 

m-f 11-11 
Remote cut- Int 
Plver L4f 
t-mlo puttti 
Ume & Ul $7000 



No _ 
prorrambSLf 
m C 



TU T»« 

Dtugh 

NY m-t 



No oil work 
proiruilDi 
mt 



It Ctuld Be Y*u 
By I* 
Partlct 



No network 
emit t a Id I 
ib f 



No Detwotk 
proirenlpi 



FrttldeLro 
Q en Motor* 
Kudnit 
NT h 
$3 HO V* hr 

Arthur Codlrty 
EuytuliM' 
BBOl> 

Simcnlio 
SSCB 

luVir L 
(ice nion) 



Garflrty fronlO) 
BtDlot MtTtn 
tt- 11:30 

Ylfl 



ttrlko II BUk 
Coliei* 
m-t 
tit* moot 

Ctty 
vi'Uet Lm> 
Otetret UlUi 
*, t 

nr». k H 

Lhi •( Life 
A cur Bono Pi 
m-f not a on) 
Ttd Be Uo 

Seueh 1*r Ten'* 

p*0: loft 
m-f riot moo) 
Burnttt 



Guldlnt Lliht 
r*iU Iton. dunl 
m-l not mool 
Ctmor»" 

Ntwi 
1-1:10 
NY iu)t LAI* 



Sttnd Up t 
Bo Ceunttd 
NY I* 
luit 

At Iho World 

Turno 
PAO: prtll. 
tTory tmrw 
m-f (too mool 

BIB 



OlOf Boot 
School 

(S«e Mun) 
Chi L 



Bendsland 
• Imul 

91.VY m-l UL 

PETllC 



Ckrry Mown 



No di mot* 
proirmBtni 
m I 



Hnmi 

ID I 11-tl 

OlVer LAF 
Remote cul Ini 



•d octwork 
profTnmtne 
of 



NT 



Tte Tee 
Douah 

•uit 



II Could Bo You 

m-l 

By L 
pert I a 



No network 
nrnoremlni 
m-f 



No ortworfc 
profrtaitDi 
■ f 



No Ditwort 
proerimlno 
0>-f 



Ton I 
North 
SJ-TJNT L 
V* hr (3. 140 



Arthur Dodtrny 
Seheldiler L 
Beck 
MmhoiUn Soep 

Amer Bomo 
Prod 
Ted Botoe 
[ico man) 

Dodfrty (eooi'dl 

Kellofi 
Burnett TATh 



Ptltibury UtlU 
Burnott 

16 V H L 

tlmul V* hr Hfit 



ttrlkn It filih 

Coll ol n 
m-f |iot man) 
• rtJ 

YoJiut Urty 

TwJ Co 
NT L 
North 

Lore H Llle 
Amor Bono n 
m-l I ne mool 

Tod Bote* 

lotnh lor Tooi • 
p*0: Joyi 
m-l riot mool 

Burnttt 

Ouldino. LI«M 

p*0 teory. dutt 
m-f tioe muni 

Moioloe 

Ni«i 

1-1:10 
NY tuit 

Siond Up t 
Bo Counttd 

NY »• 
•uet 



Ae The Wot Id 

Turn* 
PAG prell, 
liory inow 
m-f (toe mool 



BAB 



i '. on 
lino 



•tlrtl 
pertle 



Johnnv Cenon 
Show 
Hy T- 
lull 



Art Llnkli-tl.' 
1^i»r mi* 
ATHt m.w.l t 

BBDD 

Cumpbell 
Burnett 



»4hr J4000 

Bit Pettn 
Coloelo r*0. 
ehtoroDbyll itt\ 
pir. reinmr nrir 
BSNT m-* I I. 

Itni m rht 
Eity V* hr 5.3trOO 



Bon Ctopt 
•urt 

Hy L 
«.70O '/* hr 



No nelwork 
proeTimlni 
m-l 



Tennets*e Ernlo 

Ford Show 
PA-fl BAB 

Swtfl Me-E 
By m-r L 
$2700 V* hr 



NBC'i Metlneo 

TheeM 
perite eponion 
HT ' 

fVlTOW 
$3100 per pertle 
tlmo & telenl 



No network 
prniremlnf 
m-f 



AtterMOn 
Fltm Fntlrtl 



NT 



pertte 



Johnny Corion 
Show 
Hy L 
omt 

Beit Pood* 
DFS 

"Art Llnklettef 
Kfllnef 

6lHy L 
lu.th 

Burnett 

Plllibury 

U lir 

Burnett «000 



Kli Payoff 

NT L 
lull 



Bob Crosby 

Cerntlloo 

E Wwey 

Weison 
* Flti grruld 

Hy L. 

B »»l Food I 
DFS 

$3,700 V* hr 



m-f 
No nil work 
programing 



Tennenet Ernlo 

Ford Show 
PAO BAB 

Stand Branda 
Bntei m-f 

By L 
r/ 4 hr $1700 



No network 
nrniremlni 

m-l 



NBC't Mellno* 

THeotre 
pertte i pod ion 
HT L 

Color 



A1t*rn«on 
Film Ftitlnl 



partla 



Johnny Coritn 
Show 
Hy J- 

■ Ult 

Art Llnktrtler 
l^trr mr! 
m.w.f 

9BDO 

Slmontx T-Ltlrd 
m-th 54000 V* br 



Big PoyaH 

Coll 

m.w.l 

Eity '/* hr $3000 

NY Jl 

BtP Cr**n> 

flerb*r 

D'Arty 



NT 



Htnerfil Mllll 
w.l 

Kntx- « bf 

Rf vi* $3700 



No n«t«orlt 
prorr*mln( 
m-f 



TenneiKO Ernlo 
Ford Show 

PAO BAB 

Mlnulo Mtld 
Bate* olt 
Brown A Wnum 
S*edi 

By *• 
% hr $1700 



No network 
prn|r*n1n* 

oi-f 



NBC** Motlnoa 
Thoalra 

pertle iponion 
NT I 

Color 



Atttr 
Film Faitlnt 
pirtla 

NY i 



Johnny Canan 
Show 
By !• 
•uit 

Art Linklatlar 
K*tlu«t- eit pt 
mif t 
Burn atl Iu.IH 

KlIHUjri UHIa 

tn-lb 
Burnett m-tti 
•A hr $4,000 



■ t| 



PaytH 

m-1 L 
•ui tu.rb 



Bob Croafty 

1>tn1 Co 
North 

PAQ Compton 
Tiillv 

$5,700 '/* hr 



ry>oon 
leillval 

Km 



Brlahtor Da? 

PAO 
115NT m f L 
YA R $9 000 

The flnertt Slarm 
sn Hfime Prodi 
Hovt m t 1 
Ttd_Bot et $S.E06 

Edpo ot 
Nfpht 

123NT m-t 15SL 
U+.tS Vi nl >->uuu 



Mouo* 

puh 

■I 

Melt 
:IS A 
I P-5:«t 
Mlttl 
Rarvta 
Wm. Sity 

B.I5-6aO, 
8:4S-« 

r 

U hr. 

! 40 to 15,300 



AO OtlnuM 

protriu.inr 



Ou 

H y 



n For / 
Day 
peril ci 

4-i :i5 pro 



Modern flomnnen 
NY mrl L 
4:45-5 



Comeily Tlmo 
NY F 
•uit 



No net 
prof rt ml no 



AlttrlMOn 
Film Foallyol 
ptrtli 
3-5 pm 



rJrlghtat Day 
PAO 

m-l lien nw»> 

TAR 

Tht 8t*rnt Sterol 
Amit n«me Pti 
(ite StnnJ m-l 
Ted Bilil 

Edft ot 

Night 
PAQ . iiui. proll 
ml 

Bmlon * "nlti 

Uet Mon) 



Mlikay Moum 

Club 
m-f 
Am par 
Buchanen 
A Mtno Stlnloi 
BBDD 

e[| wkj 
Welrti Qrepn Je 
OCSS 3:155:35 

Armour 
Laird 5.55-5:45 

CerultoD 
Erolo Winy 

5.45-fJ 
Chi F 

IT Va hr 
$5,040 lo $0^00 



So network 
preiTomlni 
■ I 



Queen For A 
Day 

Ily pirtlo L 
4-4 45 pm 



Modern Romance! 



N* 



tuit 

45-5 




No net 
protremtni 



Alt! 

Film Fttllttl 

5-5 pn> 
perite 



Mllle 

-I 



■5:15 



Mlik y M 
Club 

m-f 
Am Ptr 
Suehennn 5 
Oin't 

m- - 
5.15-5:35 

5:. 

Knox Rear 

Stallol 

ell with 
Canou-Roboi 

SOS 

MeC-S 5J0-B 
Chi 

Por V* hr 
$5,040 If $5,300 



Brlahlir Day 

PAO 
m-l | tea mini 
NT L YAH 
The Serret Slorm 
\m Bocnn Prodi: 
m-f i i*e moot 
Ted B elei 

Edpe of 
Nighl 
P*fl true, prell 
m-r 
(Qte Mini 
Binten 4 flnwlM 



:45-« 



43 

r 



So netnorl 
pr^ts tinrno 



Queen For 
Doy 

parlies 

4-4:45 



Modern flomsneee 
Sli inrt It 
t:4S 3 



Comedy Time 

Nli J 7 
tuir 



No ritl 
progretulna 



Film 



Altirnoon 

Fettlnl 

i-tl pm 
pnrile 



Brlahtor Oey 

PAO 
m-t <iee moo) 

YAR . 

the Seeret S1»*i 
Amer llnme Pn 
m -l (iro mon) 
Ted Betne 

Edpe ot 
Nighl 
PAO: rm«. pro'l 
m-l 

Stttot * Boa It* 

(Bee Mon) 



Mill" Mouu 

Club 
MIL I Labi 
C. War* 5-5:15 
I'imnRiU Soup l 
flirrnett 

i r i $g. 5 46-« 

nnitM- Vlynn 
Tt n 530-5'4f< 
Chi F 

"t "» 
$5,010 to $5,300 



Nn rxlwort 



D a y 1 1 me 



^epxemoer i y 5 



FRIDAY 



SATURDAY 



Dtao Danf (Itioal 

Mile* Lobi 
G. Wade 

K. hr $1600 



Bnnditand 
■ Imul 
Ollty 111-f TIL 
pirrllci 



Nn nntwort 
proeramlpe 
m-f 



Curry Mooro 
Sivllr 
Mc- E 



Leior Broo JWT 

CB8-HyLron 
BAN tltwki 

lUSt 

Con Mllli BBDD 
jft K5NT L 
V* hr $3,140 



D Ini Oonf Sehi 

tSi-t* Mon) 



Bandstand 
■Imul 

01 NY m-t TIL 
tntrtk" 



Nn ntiwork 
profTamlnf 



Co.pt Kajtftm 
NT mil t 

t 



Mighty Mouit 

Ptoyhtun 
Oentrel Fool« 
YAR 

ell «kt 
■Uil 



Heme 

ml tl-tl 
BlVer LAF 
Itfraoto cul ■ Ini - 



1 Bin partw: 
tlmoAtnl $7000 



No D*»Ttork 
protreminf 
pj-f 



Darry Mooro 

(cont'd) 
Yardley of Lnda 

Ayif 

ConTerled Rico 
Bennett oir wke 
SOS MC- C 

Strike It RUh 
Colfelo 
m-t 
dot mool 
■ttt 



Home 

v f 11-1» 
BlVir LAF 
moo A tut 



llomolo eut-lne 



1-mln partial 
ttmo A lal $7000 



Wlnkly Dink 
end You 

Nn nplutirk NY tuil L 
pruKraintrii; 



TaJoi *r 

Qooarol kUUi 
Tetnom- 

Lelrd SI b.UOO 
alt 

Curtln Ceodj 
C L. Miliar 
By 



Tie Toe 

Douph 
iuii 

NT m-1 L 



It Could Be Ytu 
By It 
ptrtlci 



No network 
prof remlni 
m-l 



Vollnnt Lady 

Uenarel Ullle 
w.t 
r>FS. K.R 
Loot of Ltle 

Amer Bomo Pr 

(m-l tine mon) 

Ted Belee 

Searin lar Tern w 
PAO: Joyt 

m-r r«oa man' 
Surnett 

ouidtnf Llfnt 
PAO tiory. (tuat 

m-f (ieo memt 
Cnmotno 



Nn nniwork 
prof remtnf 
mi 



No ot 1 work 
profremtnf 
m-f 



Tennenee Ernlo 

Ford Show 
m-1 3:30-3pm 

PAO BAB 

Miles C. Wodn 
U hr $2705 



Nn nerwork 
prnoremlni 
m-f 



No nirwork 
nrniromtni 

m-1 



Johnny Cerion 1 
Show 
Hy l< 
tuit 

Art Llnkletter 

Ijeier: iurl 
8BDD _m.w,l 

~Rwllt 
Me-E 
04By L 
Ubt $100* 



Tie Toe 
Dough 
NT f L 

IVJtl 



It Could Bo You 
tty L 
Broitn A 
Wlllliroion 
Soedo 



New* 




1-1:10 




NT mil LAF 




Slnnd Up L 




Be Counted 




NT L 


Nu netwoik 


OUIt 


nri.trtmtni 




m f 


At the World 




Turne 




PAO: proll. 




Itory mow 




•»-♦ tiot mom 1 




BAB 





No nttivork 
proftemlntr 
rat 



Tennessee Ernlo 

Ford Show 
l*AO BAB 

Tlroivn A Wmtn 
Seode 

olt 

Stend Brendo 
Botee 



No nelworfc 
procremlirg 



thi Btf Tte 

Nitlonel Pitrr 
Prodr ttiltttt 
Ire treom. »»■!- 
led <tttry on*)i 
•OPnlle L 



No nelwork 
nrnorerelnf 



No network 
nrooremtnf 



$t*.Ktf 



Lent flitm 
Ormril Ullti- 
-rheirln ilr 
Hy 

ell 

Neille 
B Houiton 
DFS ItB.OOn 



No neliTOtk 
prniranilnit 



Bmebell Prevlii 
Cnli"te-Pelft>»M)* 
Brown ^ 
Wltltemiiti 
Botei 

Viceroy 



15 -Dint 
175Var 



NBCe Metlnoa 

Theetro 
partle iponiort 
HT 



Atteraoon 
t. Film Foetlrtl 

NT F 



Olor 



Blf Peyeil 
Colfetn 
m.w.t 

(tot moo) 



Etty 



Jljii $3000 

Bob Creepy 
nOH MiCnno-r 
alt TTmel Blrltop 
Bpoito r 

nonerel Utlli 
4iny 

Knfrt- wAT M hr 
Raoveo 53.705 



Thoatra 

parltn iptmion 
fl? L 



No network 
profremtnf 



Bosebett Ceme 
Ihe Wiek 
FnlntafT Br»wln( 
DFS 

co ipnnl^r 
Amerkan BifJtj 

Kiwr Corp. 
M<E 

Oem 



Color 



Yer 



Queen For A 
Day 

fjy parllc* L 

4-4:45 



Aftirnoan 
Film Feetlvnl 

3-5 pm 



Brlfhttr Dot 

PAO 
m-f (tot moo) 

YAR 

The Seiret Btarm 
Am Flomn Prodi 
m I <ieo mon I 
Blow 



Modern Roraeneee 
NY suit L 

4 115-5 



Comedy Time 
NY 1 
iutt 



No net 
proiremlni 



Edge Of 
Nfpht 
PAO nun, prtlt 
m r 

BAB i$t» Mpn) 



Mlekoy Mauoa 

Club 
Lettuce. In* 

J. Cohan 
alt wki with 
Morton Salt 
NLAB 

Oen'1 Mllto 
m-w- 1 
5:15-5:30. 5-45-fl 
Knox fioem 

A Etty 
Men Candy 
5:35-5.-15 
Bnmott 

Chi » 



No network 
prof remlna 



Queno For A 




0a> 






By nnrtlcs 


L 




4 4"I5 










No pel work 






ptofTomlnt, 


Modern Remancei 




MY mil 


L 




4-41-S 







Bosebell 6*me *t 

the W«ek 
niilefT Breirlne 
DFS 

Amnrtcen BtftCT 

Tteior Corp, 
McE 



Yer 



Cnmidy Time 
NY run F 



No net 
prnaremtnt. 



No nelwork 
profremlni 



No ner«otk 
priisrimlnf 



Our ratings are higher in saturated San Diego! 




Channel 8 has the top 33* programs in 
San Diego, the Nation's 19th market** 

23 Network, 

6 Local, 

4 National Spot 

There are more people in San Diego 
watching Channel 8 more than ever before. 

*June 1956 Nielsen Report, 

* 'Sates Management 1956 Survey of Buying Potter. 



KFMB 

WRATHER- ALVAREZ BROADCAST I NG, INC 

SAN DIEGO 

America's more market 
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a forum on questions of current interest 
to air ad rerlisers and their agencies 



Under what circumstances should advertisers 

use late niyht radio and television 





Peter llahn. jr. 
Tim ehuyer 
/• . T. Howard Co^ \ . ) . 

/;\ n/n/; » //:»/v; a Anas 

# Kver\ once in a while, one of our 
friends in the lime sales fraternity 
conies to us with the idea that late 
night is a "natural." especially for our 
H< lipsc Matt res- ad\ ertising. 

The time seller reasons, and not 
v ilhout a certain amount of logic, that 
late night enahles ns to tell at low eost- 
per-lhoiisand and at an hour close to 
hedtimc. what a wonderful nights rest 
the audience can cnjo\ on onr mattress. 

Proper "climate" is. of course, one 
iniporlanl fad or in advertising \ ia 
radio or television: hut there are many 
others. loitering iinportantlv into the 
c\aluation arc. natural!) . the nature of 
the product and the composition of the 
audience that will he reached. What 
age groups do product and progra in 
appeal to? \re product and program 
of i ill crest to hoi h men and women V 
Is ma rital stal us a factor in the sale 
of the prodnei V |> the product fast or 
-low mm ing 

With mattresses. cerlainl\ not in the 
inipnhe categoi). onr more immedi- 
ate prospects ;i re among mai i icd 
women whose faniih life requires them 
to he up and ahoul reasonably eai l\ 
in the morning, gelling children read) 



for school, getting husbands of! to 
work. Main of these folks an* ready to 
retire just ahoul the lime that the 
night-owl programs are getting under 
wa\ : so if we were to purchase late 
lime, we would he missing quite a 
large number of our logical prospects. 

'Pastes and purchasing habits are 
being formed, of course, in the young, 
unmarried people who habitual}} tune 
in the late shows (and account for at 
least 20' r of the audience of the best 
of such shows) ; but in the interest of 
economical timehuying. it is a group 
which cannot ordinarily be considered 
as primary for the sale of merchandise 
such as mattresses. Several mattress 
manufacturers who have tried it ha\e 
discontinued it as unsuccessful. Late 
night commercials, admittedly success- 
ful even for some of the home appli- 
ances, are nevertheless at their best 
when the merchandise is in the fast- 
moving. impulse 1 category. 




Max Tendrich> 
I .p. in charge of media 
W eiss <K: (teller, A. )'. 

RELAXATION IS 77//; KEY 

# "Kelaxal ion" is the key to late 
radio and lele\isiou. Radio in its late 
or earU morning hours offers good 
music, news. loda\, tcle\ision offers 
the best Hollywood films available, or 



the easv-to-w ateh and listen to Steve 
Allen. Late shows have loval audiences. 
1 hey have adult audiences. They are 
relaxed audiences. The kids have Ions 
since been tucked away. The chores 
of the day have been completed. Clock 
radios make radio easy to listen to. 
permit the listener to fall asleep with- 
out bother. 

In light of these facts, late radio and 
tv offer ''best bins" for mam adver- 
tisers. Time costs are comparatively 
cheap. This permits low budget adver- 
tisers to use the television medium 
especially. Here then is the adult 
market, audiences that will concentrate 
on the advertising message. 

We believe that where spot television 
is in order, no campaign can be 
complete w ithout lale night tv. We are 
now placing saturation tv spot cam- 
paigns across the nation for our client, 
Proctor Electric Company. We want 
to reach women. While most of our 
announcements are. therefore. da\time. 
v, r e schedule main of our spots late at 
night. First, because we feel that our 
soft well-animated jingle commercials 
are admirably suited to late niizht view T - 
ing. It is our opinion that tv commer- 
cials must be tailored for this audi- 
ence. The) want entertainment even 
in their commercials. There is always 
the threat of an abrupt switch-off — and 
off to bed for the advertiser who tries 
to blast this audience w ith his copv 
appeals. 

Another reason for scheduling com- 
mercials at this lale time is the dealer 
influence they have. Most dealers are 
com inced that tv w ill sell for them. 
However, because they often do not 
get the chance to watch tv as often as 
they would like, an exposure of com- 
mercials at an hour when they can see 
them will help sell I hem on a tv 
campaign. 

Charles Antel and his "Formula 9' 
pnncd to e\er) tv station — and to 
many advertisers the effectiveness of 



— 1 > 

i i ' 
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late tv. sponsor, in its stor\ on \h\l- 
creem (23 July 1956) pointed out how 
late night television was responsihle for 
success of this product. 

"Late" shows have expanded to 
*iate, late shows" on tv stations to 
accommodate the demand for the late 
audiences. Comedians have done take- 
offs on these 'Mate, late, etc.* shows. 
But you can't laugh off this audience 
nor the advertiser that profits by 
appealing to it. 




Sylvan Taplinger 
Timebuyer 
I'eck Agency, :V. 

IT DEPENDS OV HOURS 

• Although there must he a lot of 
success and failure statistics on this 
subject lying around somewhere, this 
is a question I'll try to answer by 
instinct rather than slide rule. 

First, I'd like to ask a question. 
What is late night time? Assuming it 
is the period from 11:00 p.m. to 1:00 
a.m., I could straddle the main prob- 
lem and emulate the politician who 
answers every question with, "Yes — 
and then again — no." It is obvious 
that 11:00-12 midnight is a darned 
sight better than 12 :00-l :00 a. in 
Therefore, it's elementary that some 
advertisers could be successful at the 
earlier hour and fail during the latter 
one. There sure are a lot of people 
going to bed every minute from 11:00 
p.m. on. 

1 don't doubt, though, that certain 
products are made to order for late 
night tuners-in. Products that are 
of the type that would be receptive to 
late-hour audiences. Naturally, one 
thinks of the no-prescription-needed 
sleeping pills. Probably fine— but it's 
awful to contemplate what would 
happen, assuming radio-tv are as effec- 
tive as claimed and ditto the pills. 
{Please turn to page 93) 
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* Over V2 billion dollars elective buying income 




You can sell more ... to people who buy more in 
Oklahomo . . . when you advertise first in the wealthy 
Tulso morket. No other medio reoches this orea like 
KVOO RADIO and KVOO-TV. 



Get more coverage for your money . 
sales . . . use the "Top Twosome" in 
No. 1 morket. 



. get more 
Oklohomo's 



'Figures from 1956 Sales Management Survey 



RAD I O 

Represented by 
EDWARD PETRY CO. 



1170 KC • 50,000 Watts 





TULSA, OKLAHOMA 



TELEVISION 



Represented by 
BLAIR TV 



Channel 2 • Maximum Power 
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Saga of the 
Successful 
SAUSAGE 



i 




Not long ago GABEL'S 
RANCH HOUSE, processor of 
meat products, selected KTVX 
as the medium to introduce 
a new product. Here's what 
Mr. Gabel says: "We have 
done considerable advertising 
through various means and 
have been given good results, 
but all of the times that we 
have advertised, this (program 
on KTVX) takes the 'spot- 
light*. We were introducing 
a new product, and results are 
still coming in.*'* 

EDITOR'S NOTE: When 
regional advertisers in East- 
ern Oklahoma want to reach 
Oklahoma's biggest market 
they KNOW they'll get results 
on KTVX. 

You, too, can reach more 
potential buyers, at less cost 
on the truly regional TV 
station . . . KTVX. 

^Letter on file in our office. 



Ask Your 
WkRY-KSODLL Representative 




I A Bud) BLUST 
V„ P and Gtjn. Manager 

TULSA BROADCASTING COMPANY 

Box 9697, Tulsa. Oklahoma 





agency profile 



fJoiiafrf II. Sttiuffer 

Partner in charge of tv-radio 
SSCB, New York 



Dun NaufTei. who was one of t lie founder.- of SSCB after World 
War II. actually got into radio by accident. 

* k l was working on a |>la\ rewrite for Brock Femberton."' lie 
recalls. "When Arthur Fr\ or tricked me into coming into Ro\ 
Durstine's office up at BBDO. 1 said I didn't want to get into radio, 
so I was hired." 

From that time on, StanfTer wrote and directed radio show*, until 
llie end of World War 11. when he. Uav Sullivan. Heagan Ba\les 
and Bob Col well decided that there was need for a new package 
goods agency in the competitive post-war market. Now. 10 years 
after its birth. SSCB hills some $36 million, with more than 60 r r 
of it in air media. StaulTer heads up the tv-radio operation. 

" I he agency actually exercises far more control over most of its 
clients tv shows than is apparent.' sa\ s StaulTer. '*K\en in the 
case of network package programs, agency producers oiler sugges- 
tions, though the chief responsibility rests with the net. 

"But when it comes to such independent!; -packaged shows as Big 
Story* \ attic that Tunc, Big Town, we actually help develop the 
show format, supenise script and production values. When the 
ageucx gets through picking a show for a client, its job is just 
beginning. The* hist few shows of Tvc Cot a Secret, for example, 
were far from good. But we agreed with Coodson and Todman that 
tli<* basic idea was good and just continued sha rpening up the 
format until the show clicked." 

1 he cardinal sin in tv. says StaulTer. is "imitation." This applies 
to imitating show formats a*- much as it does to imitating the idea 
of a particular commercial. **W e consider teclinicpie as such in the 
public domain. Bui it s a mistake for a client or agencx to imitate 
a particular commercial. Just because two cartoon figure's sell one 
product, it s no guarantee that two similar characters will sell another 
product. ^ ct that s what makes trends: imitation. 

\ tall, slender. s»re\ in** father of three \onngsters. StaulTer lea\ es 
agency problems behind w hen he boards the Stamford. Conn, 
express. Vacations arc tailored during the bus\ summer months 
and postponed until w inter. From \pril w hen \ on sta rt picking 
falls shows, until just before Christina^ when you're finished shaping 
the show for the \car that's the busiest time." * * * 



sponsor 



20 u or st 1936 




(SEE THE JUNE ARB REPORT ) 

R.G.PATTERSON, President HARRY STONE, Sta.Mgr. 

GEORGE P. MOORE, SaiesMgr. 

H-R TELEVISION, INC., National Representative 

STUDIOS -1214 Mc CALLIE , CHATTANOOGA .TENNESSEE 



mm 



Chattanooga, ONLY '""ffln*" 
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KKTV merchandising/ JIAPs supermarket sales saeeesses m>l organization. 

ReportedU these four chains a<*count 
for 52' ( of Denver's S225 million an- 
nual retail food sales. 

1 n order to qualify for the KBTV 
MAP plan, an advertiser must spend at 
least $325.00 per week for 13 weeks 
on KBT\ and have his product ap- 
proved by the supermarket chains. 

The advertiser may buy programs, 
announcements or station breaks. As 
part of his purchase he gets the MAP 
merchandising services. The) include: 
point of sale material, special displays, 
personal calls on supermarket man- 
agers and personal liaison with key 
merchandising and advertising men in 
member supermarket chains. 

PhotoM above (1 to r) are: Kellogg 
Companj "s Denver manager 1 larper ; 
i laro Id Storm: Ann Walker. KBT\ 
merchandising manager, and local Kel- 
logg contact man. Hopkins. 



homemaker Beltie Tolson. Comersa- 
tion covers personal background, fa- 
vorite recipes and the awarder's use of 
Stokely-Yan Camp products. 

To top off her visit the Best Cook 
receives an orchid, a gift box of Stoke- 
r-Van Camp products* and a certificate 
testifying to her cooking abilities. At 
least one Stokeh-Van Camp product 
is provided free at the next meeting of 



★ ★ ★ 




WOW-TV documentary tells 
midwest conservation story 



They're all happy with KBTV's MAP sales 

Merchandising. ad\ertising and pro- 
motion are beiim used in combination 
b\ KBT\ , Demer, to move groceries. 
Called the M AP Plan by Harold Storm, 
head of Demer's Harold Storm \d\er- 
tising, it w orks through four super- 
market chains: Miller Super Markets. 
King Sonpers, Piggly W iggly Stores 
and Busle\ Stores. The four operate 
(>0 retail outlets in the Denver area. 




Talkiny channel number produced for Okla. City's KWTV 



A 




Snappy 9 is KWTV $ talking channel number 

K\\T\. Oklahoma Cits, recently in- 
trodurcd a talking channel number 
known as '"Bi" 9. The new cartoon 



station ''personality"' is fully animated 
and was conceived as a means of more 
efTecthely identifying the station and 
ushering in promotional announce- 
ments. 

Idea for "Big 9 ' originated with 
Montez Tjaden. promotion manager, 
and Perry Dickey, program director. 
It was developed by Krw in. Wase\ , 
the station s agency. 

Because 1 a talking channel number 
appears to offer a variety of promo- 
tional possibilities, keitz and Herndon. 
producers of the "Big 9" film. ha\e 
announced plans for a specialized de- 
partment to create animated personal- 
is IDs for stations in other markets. 



"Kest Coofc" awards enter third year for Stokely-Yan Camp 



One of the most successful features 
on KMT\. Omaha V } our 77 Home 
show is the "Best Cook" 1 award given 
out each week. Now in its third \ear 
in Omaha it has been Used successful- 
ly in at least ei"ht other markets. 



Stokel)-\an Camp's agency. Calkins 
and llohlen, originated the awards in 
1951 and o\er KM TV alone more than 
]()() women have been honored. 

KM TV "Best ( ]ooks" are spotlighted 
in inter\ iews with the station's tv 



WOW-TV s Bob Moclcler knee-deep in alfalfa 

WOW and WOW-TY, Omaha, have 
produced the third in a series of 
documentaries on the midwest s soil 
and water problems. The latest film, 
called Regimented Raindrops II, Avas 
made by the station's Kami Service 
Department under the direction of 
Farm Service Director Mai Hensen 
and his associate Arnold Peterson. 
Photograph) w as handled by W 0W- 
TY photogs Bill LaViolette and Bob 
Moekler, 

Earlier films produced at WOW 
and WOW-TV included Big Muddy, 
which won the George Foster Peabody 
Award in 1947 and Regimented Rain- 
drops I produced in 191m. which won 
six national awards. 

In addition to public service films 
Hansen's farm department manages 
bucb projects as the Nebraska Mechan- 
ical Corn I Mcking Contest. 4-1 1 Soil 
Conservation Awards and a T\ Farm 
Short Course. According to W OW -TV, 
tin* latter is the only course of its 
kind in the nation. ★ ★ ★ 

KA\S anniversary marked 
in iiimc* remodeled studios 

K WS, Wichita. Kansas, celebrated 
its 20th anni\ei sary as an NBC affili- 
ate with a party in the station's newh 
remodeled studios. At the reception, the 
Skelly Oil Company presented KAXS 
with a plaque for its work in promot- 
ing the Ales Dreier Aeivs sponsored by 
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Gathered for KANS 20th anniversary party 

Skelly. Shown above at the presenta- 
tion are ll to r) : Jack Kirwan. radio- 
tv director, Bruce B. Brewer Advertis- 
ing, Kansas City: Jack Grant. Lago 
& Whitehead Advertising, Wichita: 
George Gov, KANS news editor: Mike 
Lynch, manager KBYE Oklahoma Citv, 
and Frank Lynch, manager KANS. 



Yankee's Jtantie goes to 
plate for pancake batter 




Yankee's Mickey Mantle pours Batter- Up 

The New* York Yankees' Mickey 
Mantle has signed up with C & C Super 
Corp. to promote a new ready-to-pour 
pancake mixture known as Batter-up. 
Mantle vill make special tv appear- 
ances as "Mr. Batter-up." Shown 
abo\e, with Mantle doing the pouring, 
are (1 to r) : I. R. Rill. v.p. of C & C: 
Jules Alberti. president of Endorse- 
ments Inc.; Walter Mack, president of 
C & C; Frank Scott. Mantle s manager, 
and William Yinicombc. C & C ad 
manager. 




* 



of total 
Jackson 
T V time 



WLBT channel 3 leads! 



*ARB 36-County Area Survey proves 
WLBT Mississippi's most-preferred 
station - night or day! (June 7-13, 1956) 



WLBT 

has 
15 of top 
20 night 
shows! 



TOP 20 EVENING SHOWS 



1 Truth or Consequences 

2 564,000 Question 

3 Cavalcade af Sports 

4 Lux Video Theatre 

5 I've Got A Secret 

6 You Bet Your Life 

7 Your Hit Porade 
B The Millionaire 

9 Four Star Playhouse 

10 $64,000 Challenge 

1 1 This Is Your Life 

12 I Love Lucy 

13 Life of Riley 

14 December Bride ... 

15 Annie Ookley 

16 Grond Ole Opry 
Wednesday Night Fights 

17 Ford Theatre 

Fireside Theotre ... . 

18 My Little Margie 

19 Highway Patrol 

Robert Montgomery Presents 

20 Celebrity Playhouse . .. _ 



43.6 
41.3 
3B.9 
36,9 
36.8 
35.9 
35.2 
34,6 
34.4 
32.2 
32.1 
31.5 
31.1 
29.5 
28,7 
2B.6 
28. 
2B. 
28. 
2B. 
27. 
27. 
26. 



.6 
.2 
.2 
1 

.7 
.7 
.5 



WLBT 

WLBT 
WLBT 

WLBT 
WLBT 

WLBT 

WLBT 

WLBT 

WLBT 
WLBT 

WLBT 
WLBT 
WLBT 
WLBT 
WLBT 



WLBT has 9 of top 10 day shows! 
WLBT has 8 of top 10 film shows! 



TOP 10 DAYTIME SHOWS* 



TOP 10 FILM SHOWS 



1 Queen For A Doy .... 

2 I Morried Joon ... .. ... 

3 The Litrle Roscats 

4 Loaney Tunes . 

Circle 3 Ranch 

5 Feother Your Nest 

Mickey Mouse Club 

6 Stu Erwln Show ... 

7 NBC Matinee Theatre 

8 It Could Be You... 

9 Today 

10 Art Linkletter 

* These ore highest-rated 



quarter 



27.9 WLBT 
.. 26. B WLBT 
.. 25.2 WLBT 
.. 20.5 WLBT 
. 20.5 WLBT 

1B.B WLBT 

18.8 

1B.5 WLBT 
1B.1 WLBT 
14,4 WLBT 

. 12.B WLBT 
10.4 

hours. 



1 

2 
3 
4 
5 
6 
7 



*The Little Rascals 
*Looney Tunes 
Annie Oakley 
Grond Ole Opry 
My Little Morgie 
Highwoy Patrol 
Celebrity Ployhouse 
B I Led Three Lives 
9 Badge 714 
10 Dr. Hudson's Journol 
* M-F shows, cumulative rating 



27.7 
26.5 
26.0 
25.4 
24.2 
given 



33.9 WLBT 

30.5 WLBT 
28.7 WLBT 

28.6 WLBT 
28.1 WLBT 

WLBT 



WLBT 
WL8T 



KING'S WINES 

{Continued from page \\~ I 

phniM* taken from the opening line. 
" \h there \ ou are." eaujihl on with 
\YPK\ listener- and was soon being 
heard all around town. I "Once with 
the Prince standing beside inc. I icon 
mam francs at the gaming tables of 
Monaco. Later ice each toasted our 
triumphs with the finest wine at the 
hotel. Hut. in your country, I found a 
wine so deliciously different it makes 
me completely forget that wine. It $ 
king's Burgundy . . . a simply mar- 
rclous new taste thrill that you must 
try. I truly fine wine for the young 
in heart . . . for you. Enjoy exciting 
king's Burgundy today/' 

Then one of \\ PEN s personalitie> 
add> : 

"Friends . . . there is no substitute 
for your own experience.'' In a few 
word> lie reiterates what The French- 
man has said and points out that 
King s is onh iiinet\ rents a full quart. 
The Frenchman returns for the wind- 
up: "A si: for and enjoy king's excit- 
ing llurgund y . . . or king's Sweet 
Sautcrne if you prefer a white wine . . . 
Only 90C a full quart at all State 
Stores. \u revoir.' 



The choice of The Frenchman as 
spokesman for Kings jibed with an- 
other point in the Roper report that 
the French ranked second onh to Ital- 
ian> a- the nationality most often a»o- 
ciated with wine. While this ma\ tend 
to make con>umers Ies> conscious of 
wine as an \inerican stand-by "W ines 
foreign connotations ma\ well have 
had >omething to do with establishing 
its propriety and gracious-w a\ -of-liv- 
in<r connotations. 

While taste and price were placed up 
for the benefit of women listeners, the 
short anecdotes, each of an adventur- 
ous or romantic tone, were also gauged 
to appeal to the men in the audience. 
Besides Monaco. The Frenchman has 
reminisced about well known places 
such as North \frica, Paris and the 
Swiss \lps. 

Kach adventure ends with a relax- 
ing glass of wine that had seemed the 
best he d ever had until his first sip of 
King s. To conclude a romantic ad- 
vent u re w it h a glass o f w ine seems 
natural so that the transition from 
anecdote to commercial does not leave 
the listener feeling as though he has 
been unsuspectingly baited into a spon- 
sor's trap. It is especially natural 
w hen told bv The Frenchman who 



seems the logical person to be talking 
appreciatively about wine. 

The impression made b\ The 
Frenchman on WPFX listeners, while 
being dramatically emphasized in sales 
results was further dramatized b\ a 
Pulse Survey made approximately one 
to two weeks after I he Frenchman's 
announcements had been terminated 
this Spring. Judging b\ the sur\e\. 
The Frenchman was well remembered. 
The sampling, consisting of 1.0()0 
adults evenlv divided as to sex. was 
taken from the regular radio sun ev 
made b\ Pulse. "Better than one in 
four persons,*' said the sun ey, u re- 
meniber having heard 'The French- 
man. 5 

It continued. ''Two out of three per- 
sons who heard The Frenchman re- 
membered that he was on WPFX. Phis 
result is looked upon as being high in 
\ iew T of the fact that these announce- 
ments were not in the form of a regu- 
lar sponsored program. These re- 
spondents, no doubt, listen to the sev- 
eral stations and \ et they report cor- 
recth that The Frenchman was heard 
on WPEX." 

In spite of promotion In the wine 
industn to create summer sales bv the 






f. Sew stutions on air* 



CITY & STATE 


CALL 
LETTERS 


CHANNEL 

NO. 


ON-AIR 
DATE 


ERP <kw) ## 
Visual 


Antenna 
(ft)*** 


NET 
AFFtLI ATI0N 


STNS. 
ON AIR 


SETS IN 
MARKETt 

(000) 


AGANA, GUAM 


KUAM-TV 


8 


12 July 


1 


137 


NBC 






KNOXVILLE, TEN N. 


WBIR-TV 


10 


6 Aug. 


50 


704* 


CBS WATE 


200,000 



PERM ITEE, MANAGER. REM 



WTVK 



REDDING, CAL. 



KVIP 



1 Aug. 



27.2 



271 



NBC 



Harry M. Engel. president 
John Hart, president & gen. mgr. 

George C. Flahtrty. pres. &. gen. rr 
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CHANNEL 
NO 


DATE 
FILED 
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Antenna 

(ft)*** 


ESTIMATED 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT, AM 


AFFILIATI 


PORT HURON, MICH 


34 


28 July 


22.9 


32.5 


$80,285 


$45,000 




Stevens - Wismer Bcstg. 


Co. 


RENO, NEV. 


4 


4 Aug. 


6.8 


2904 






KZTV 


Silver State Telccasttrs 
















KAKJ 






WILMINGTON, N. C. 


3 


28 July 


6.1 


220 


$77,215 


$100,000 


WMFD-TV 


United Bcstg Co. Inc. 


j 



BOX SCORE 



U. S. stations on air 



Markets covered 



>r>n 



2UU 



•Both new c.p.'s and stations going on the air listed here are those which occurred 6(»**' 
J* .tuly and I AukiM f>r on which Information could be obtained In that period, 
are considered to he on the air when commercial operation starts. Effective radiawd 
Aural power usually Is one-half the visual power. ***Antenna height above average terrsH* 
■bove ground), tlnformatlon on the number of teti In markets where not designated a*t> ttl 
from NBC Research, consists of estimates from the stations or reps and must be deemed atu 
mate. 5 Data from NBC Research and Planning. NTA: No figures available at pr|a*< 
on sets In market. ^Community would support proposed lower-power station at least thrw^n 
or until nueh time as It becomes self sustaining. ^Presently off air, but still retalnO.? 
*N<*i commercial. *Abov« ground. 
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ESPECIALLY when they're 

WATCHING YOUR COMMERCIALS! 
And in the Portland, Oregon Market 

KOIN -TV delivers 

OVER TWICE THE AUDIENCE 

of any other station! ^ 



rtfiQn 




HIGHEST 
TOWER 



TOP RATINGS 

• 55% Share-of-Audience in 
Metropolitan Portland. 

• 84% More Audience than 
Station B. 

• 151% More Audience than 
Station C. 

• 86% Preference at 45-Mile 
Radius. 

Sources: June 1956 Portland ARB 
1956 Salem ARB 



EXCLUSIVE COVERAGE of the Full Portland, Oregon Market 

• 317,700 Television Families of 30 Oregon and Washington Counties 
with 

• 52,694,644,000 in Total Effective Buying Income who spent 

• $1,978,434,000 in Retail Sales during 1955 are 

• YOURS ONLY WITH KOIN-TV. 

Source: May 10, 1956, Sales Management 
"Survey of Buying Power" 




Channel 6 — Portland, Oregon 




THE BIG 

MR. SIX 
IN THE WEST 

Represented Nationally by CBS Television Spot Sales 
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exploitation of wine-coolers and simi- 
lar hot weather drinks Kaiser Distillers 
concluded their ad campaign on the 
da\ before Kasler. '1 he Frenchman has 
eaid au re\oir for the summer but. re- 
ports \\ PFW Hosner. "he'll definitely 
be back come September. * * * 



WOODED NOOK 

I Continued jroru jHige 35) 

future, to get perspeet'iNe for the \ears 
ahead and to establish policies of a 
broad nature. the\ also come to realize 
that the cafeteria or the conference 
room is not the right place."' 

The right place and what the Asso- 
ciation always trie* to arrange for is 
a site w here it is ps\ chologically - if 
not physically impossible 1 for day-to- 
da\ details to occupy their minds. 

It \< Odiorne's theon that the idea 
of getting out of the oflice for think- 
ses>ions irot its bi<r start 25 Near? asro 
when the American Hankers \ssocia- 
tion embarked on an executive devel- 
opment program. Since* a great deal of 
experimental thinking would be called 
for. it N\as suggested that getting < lose 
to an academic setting might prove a 



stimulant. This led to the considera- 
tion of numerous hotels in Ivy-league 
university towns. Hut what the Bank- 
ers A>sociation fmalh rented N\as 
bettei -than-hoped for— as academic as 
they could get hall and rooms right 
on Rutgers I niversity campus. 

Vctually. the wooded nook meeting 
is as old as the game of golf. For ex- 
ample those main business- deals and 
management decisions evolved on the 
links of the Ziv organization on the 
West coast. Vt one time. Maurice lin- 
ger, v. p. in charge of production at 
Ziv Studios, was hiring an executive 
for that firm. At the conclusion of the 
interview. I nger asked him. "By the 
way, what's your handicap?" Answer 
and interview satisfactory, the gentle- 
man was hired. 

Of course, there N\ill always be those 
who can t break 120 and must >ta\ be- 
hind. Case in point is a dow n-in-the- 
mouth agency man whom a Noung huh 
met at a reception room door. 

Outward-bound. the adman re- 
marked: "It seems that most business 
is either conducted at the golf course 
or a bar/ 11 

\s he turned toward the nearest 
pub. she replied, "And 1 see you don't 
play golf." 



This incident stands in direct con- 
trast to the policy of IBM. Interna- 
tional Business Machine encourages 
its executives to learn the game and to 
play it on three company-owned golf 
courses near Sands Point. Ehnira and 
Poughkeep^ie. V Y. 

Then, there N\as the idea originated 
on an ofT-beat day bv an advertising 
agencN president who shall go name- 
les>. He had suggested a meeting, to 
be attended by Richard Olmsted, vice 
president and chief engineer of Olm- 
sted Sound Studios. In Olmsted"? opin- 
ion any wooded nook get-together 
vithout golf balls Nvould be like "blue- 
berries without cream" to the adver- 
tising fraternitN . So w hat w as orig- 
inallv planned as a picnic turned into 
a golf day . 

Then the real problem arose. Since 
the advertising brethren were from 
widely scattered areas — exurbanites all 
— each thought that the golf outing 
should be held in his own county. For 
one thunderous moment, the Fairfield 
County set challenged the Bucks Coun- 
ty group to a duel with fire-proofed 
logs (supplied by B. Altman). while 
the Rockland County group armed it- 
self with croquet mallets (slipped in by 
Abercrombie and Fitch). 



TV in Fresno --the big 
inland California market--means 





• Best local programs 
Basic NBC-TV affiliate 




Paul H Raymer Co 
National 
Representative 
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ON THE AIR 



NOW 



FACT NO. 1 

Highest Television 
Antenna in the U.S.A. 
10,876' Above Sea Level 
4,270' Above Average Terrain 




CHANNEL 7 



FACT NO. 3 

Record Breaking Coverage 
Providing thousands 
of New and Bonus 
Television Homes 



ABC Network 
122 Tulane, S. E. 
Phone 5-8716 
TWX AQ-187 



FACT NO. 2 

Maximum Legal Power 
Over 300% 
Greater Than Any 
Competitor 





on 
the 
air 

since 
Oct. 
3 
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MEASURED COVERAGE 
MAP AVAILABLE 
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Walter Stiles 

VICE PRESIDENT & GENERAL MGR 



VICE PR 



David Carpenter 

ESIDENT & SALES MGR 



ALBUQUERQUE, NEW MEXICO 



\t the finale 1 of the fracas, it was de- 
< ided to hold the golf outing. Olmsted 
sa\ >. "in an indeterminate count) 
sometimes known as \\ est< he-tei . 

\s popular as golf course meetings 
ma\ he. the\ are admittedh settings 
for relatisels *horl discussions. Weath- 
er conditions and the human endur- 
ance fa< tor dictate this. For spur-of- 
the-moment tii Iks. ue\ ertheless. the 
fains a \ and « rem remain as much a 
part of the \inerican conference sc ene 
a- smoke-hlled rooms. 

But who wants to remain in smoke- 
filled room 1 -? Certainh not the exeeu- 
ti\e who likes the wide open spare* h\ 
ua\ and the shelter of a comfortable 
lotlae in the e\ enina. 

The private!) -ow ned lodge offers the 
seclusion nere^san for meditation and 
the outdoor facilities conducive to re- 
laxation. \ iz. sw imming, fishing, sun- 
ning. card-pla\ ing. 

Hozell and Jacobs* Henry Oberme\er 
is \ ice president in charge of ad\ertis- 
ing 362 da\ s of the \ ear. For the 
other three or four da\s. he become- 
head of a B&J parts leading up to his 
own cabin in Little \ illage on the 
shores of Lake Champlain. 

Tw o \ ears ago. ()berme\ er sa\ s. 



'"the biisiness-and-pleasure journey was 
quite unique. We informed our 12 
branch offices that we'd shorth be 
<roimr to the cabin to discuss the adver- 
tising and j)ackaging problems of our 
21 Bozell and Jacobs food accounts. 

"When we arrived at the eabin. Ave 
found that these companies had sup- 
plied enough food to keep Us there for 
a few weeks rather than the scheduled 
amount of time."' 

()berme\er feels that a great deal of 
business can be accomplished on such 
short "vacations and that an in- 
creasing number of agencies are dis- 
co\ ering it eat h \ear. "It stands to 
reason, he savs. "that when a ou get 
awa\ from the tensions of the office as 
we do. you're in a more relaxed frame 
of mind to discuss business. Although 
we do spend time fishing, swimming 
and playing cards at Little Village, we 
come up with a good man) business 
theories- theories later put to work 
successfully. Management problems, 
too. are solved in these few da\s.' 

lie states that the agency executives 
tr\ to get to the cabin each \ear: but 
the summer meeting has occasionally 
been cancelled due to weather or work 
conditions. "For a while after we get 



back, we seem to face things in a less 
tense manner. 

Allied to this type of thinking ses- 
sion is the Florida estate trip. Peter 
Fan President Henry Plehn is an ex- 
ample. Plehn often rounds up his em- 
ployes, salesmen, admen, friends in 
varying quantities. To these he adds 
plane facilities. Mixing all together to 
taste, he pours them into cabanas, 
sw imming pool, guest houses and other 
areas on his Miami Beach estate. After 
baking in 70- to 80-degree sun, he 
sprinkles with business deals. 

Double recipes, too. can be blended. 
Into this cateaon falls Lou Maxon. 
president of Maxon, Inc., which head- 
quarters in Detroit. Maxon has one 
estate in Michigan and another in Flo- 
rida. Both properties are available for 
staff meetings of the agency as well as 
for client confabs. The Michigan man- 
sion is located on about 2.000 acres of 
lakefront and is equipped with cabins. 

It is the privileged few who can ha\ e 
entire islands to themseb es for holiday 
meetings. Not only has the Aerotec 
Corporation of Greenwich. Conn., pur- 
chased an island for executive confer- 
ences; but the compam has also desig- 
nated it for use 1>\ emphnees and their 




i a leading maAJ?^t? 



Toledo's the home of Auto-Lite, the 
world's largest independent manufac- 
turer of automotive electrical equipment. 
This industry is another reason why 
Toledo is listed among the leaders in 11 
of the 19 industrial classifications. 



You can saturate this billion dollar, 23 
county market only with WSPD-TV's 
maximum, 316,000 watt power. 

Better investigate Toledo . . . call Katz! 



STORER STATION 



* < 



TV 



EDO 



OHIO 



< >< > 



SPONSOR • 20 W CI ST 1056 




SOUTH 
DAKOTA 




MINNESOTA 



IOWA 



JOE FLOYD 

SAYS: 

SET YOUR SIGHTS HIGH 

IN THIS 3-STATE MONEY BELT . . . 

You sell all you reach in this sales manager's paradise. And you'll reach 
more than ever with Joe Floyd's new, 1032 ft. tower for KELO-TV. 

Now KELO beams a picture that reaches a wider market than ever in 
So. Dakota, Minnesota, and Iowa. 

Add Joe's neighboring KDLO and you add twice the reach, twice the en- 
thusiastic sell — two big markets for your one buy across the board. 

This 3-state "money belt" is a key market you can't afford tt) overlook, 
whether you're scheduling a national sales campaign or a quick sales 
boost. 
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families. The island. Ureal Captain's 
l>Iaiul. was purchased month and is 
located off Creenwieh. ll numbers 
anions ils as>ols >and\ beaches, swim- 
mini! areas. shad\ I rees and a 1 2 1 - 
\ ear-old I .>. Coa.-t Guard liyhthou>e. 

1 n ^}>eakinsz of llieir \\ ooded nook 
meeting. inoM admen ha\ e said I hat 
>erlu-ion l In* major (-lenient, con- 
tributing t(t an eas\ -*»oin«j atmosphere. 
\l lodges, cabins and the like, execu- 
ti\c^ can -el their own pace. 

Perhaps llii> i> wh\ resorts such as 
the >k\ top (Tub in the Poconos. Pa., 
llio-e at Lake Placid. \. V. the (Jreem 
briar in West \ irainia and the Home- 



stead in \ ir*rinia. emphasize the 
"aw a\ -fi om-it-all"" aspect of their facil- 
ities. Resort hotels of this type fre- 
quenth have gue>t cottages or separate 
units of apartments on the grounds, 
and here a small group of business 
heads ma\ have the prhacy they want. 

Robert K. \\ arner. president of Rob- 
ert F. W arner. Inc.. New* York. adds. 
"Sales inceul i\ e plans ha\ e been an- 
other stimulus for resort business 
which we've noticed. In addition, our 
hotels and resorts throughout the conn- 
tiv ha\e been £i"vin<£ comention rates 
and encouraging meetings, particu- 
larh between seasons. Generally, con- 



vention rates run one to two dollars 
per person below the usual rales." 

Often called guaranteed rates, thev 
work as follows : Should rooms run 
between, let us say. $16 and $20 per 
day. a rate per person of $17 might 
be guaranteed. 

Travel agencies and resort repre- 
sentatives observe a sharp upsweep of 
executive meetings in Bermuda. Mex- 
ico. Cuba and the Caribbean. Here 
again, off-season promotion has been 
employed and it's been found that 
those who have convened in summer 
months often return for meetings in 
other seasons. As one travel repre- 
sentative explained it: 

^Although rale reductions might 
have prompted the initial visils to these 
areas, it's been the secluded, tropical 
and less commercial — aspects that have 
induced executives to return for their 
conferences.' 

A popular variation on the wooded 
nook meeting is the session afloat. In 
the view of many, nothing quite di- 
vorces one from the workaday world 
like sailing out of sight of land. 

James Sparkman. partner in the 
\ achl brokerage and naval architec- 
tural firm of Sparkman and Stevens, 
\ew York, gives cost data to those who 
care to charter craft. For the smaller 
get-together. Sparkman relates, "a 
yacht of 38 to 42 feet may be char- 
tered for a day out of Montauk. Long 
Island. Cost for its use, plus a cap- 
tain, amounts to about $75-$100. 

"An average yacht of 50 feet with a 
crew of one or two totals $1,000 per 
week. And for longer and larger char- 
tering, an <°>0- to 90-foot yacht with a 
four to five man crew is approximate- 
ly $8,000 per month." 

Sparkman quotes these rales as thev 
apply to basins in Long Island Sound, 
during the season. The\ are equivalent 
to Florida rales in season. The fishing 
season in New York begins at the end 
of June and lasts until shortly after 
Labor Day. In Florida, it commences 
January loth and concludes ihe first 
of May. 

Chartering steamers for sales meet- 
ings and demonstrations is practicable 
for larger groups. Mian Clark, pier 
manager and charier operator of Cir- 
cle Line (which arranges for char- 
tered excursions around Manhattan Is- 
land), tells that "firms such as General 
Fleet ric lune held sales displays 
aboard the Line's boats. And the Fd 
Sullivan company chartered a boat for 
last gear's program birthday parly." 
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We're proud as Roger 'Williams . . . 
crowing like a Rhode Island Red, because 
now wc arc two. And you, you're "right 
on cue" whether it's in Akron, Ohio or 
Providence, Rhode Island. You're right with 
our music and our news. You're right with 
our solid policy of local programming, local 
service and warm interest in each 
community — Tiretown, V. S. A, and rich, 
little Rhody's capitol city. 



11 50 

ON YOUR RADIO 
AKRON, OHIO 

NATIONAL REP. - JOHN E. PEARSON CO. 



\ 



TIM ELLIOT, PRESIDENT 



\ 



1290 ON YOUR RADIO 
PROVIDENCE, RHODE ISLAND 
NATIONAL REP. - 
JOHN E. PEARSON CO. 



"Subject- to 
FCC approval 
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Wice 
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* COVERAGE * LISTENERSHIP 

* MERCHANDISING SUPPORT 



KTOK 




OKLAHOMA CITY 
1000 KC 
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Six Rodio Stations, 
covering the "Heart of 
the Southwest." One in 
Ok lo ho ma and others 
in Texas. For informa- 
tion on the individuol 
stations, see the Rep 
shown, or write to the 
individuol stotion man- 
ager. 



TOM-TOM" JOHNSON 

FLETCH: "Now, boys, y'all know that the April-June Hooperat- 
ings show that we have more listeners on my station than 
any other Fort Worth radio station." 
TOM TOM: "Ughl" 

DEACON: "Sure, we've been listening to you brag about that 
ever since the last Hooper came out . . . but you ought'a take 
a reading on the listeners on KWBD in Brownwood. And, 
remember, these people have nothing but money to spend 
on merchandise that we advertise." 
TOM TOM: "Ugh!" 

TEX- "You guys are finally getting up in the same league our 
station's been in all along. WACO has been the most 
popular station around these here parts since radio began." 
TOM TOM: "Ughl" 

MOAK: "You tell'em Tex . . . Me and you have been down here 
in Central Texas for so long ... I reckon we know more 
success stories than any other two people in the business." 
TOM TOM: "Ughl" 

JAKE: "Y'all are forgetting one of the most important things. 
Think how much easier it is for us to get the retailers to go 
along on merchandising support for us. That's particularly 
important way out here in West Texas where there's so much 
oil money . . . This cooperation shore pays off." 
TOM TOM: "Ughl" 



co 



Z 
uu 



// 



Ugh! 



II 



that's Oklahoman for "US, TOO." 
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KX0L 

FORT WORTH 
1360 KC 
5000 WATTS 



FLETCH" FLETCHER 



KBWD 

BROWNWOOD 
1380 KC 
1000 WATTS 




"DEACON" MAYES 



WACO 



WACO 
1460 KC 
1000 WATTS 



KNOW 



TEX"GLASGOW 



AUSTIN 
1490 KC 
250 WATTS 



"MOAK" COOK 



KSNV 

SNYDER 
1450 KC 
250 WATTS 



JAKE" HUGHES 



Sold in combination with KGKO, Dallas 



Co>t of chartering a 180-foot boat 
with a 20-foot beam for four hour- 
after (>:00 p.m. amount?* to ? 150 plus 
10' < transportation tax. Mthough 
there are -nark bar facilities, parties 
u-ualh arc ralen*<l. 179 people can be 
accommodated on the^e excursions, but 
(Mark indicate?- that for organizational 
gathering u here* comfort is a neces- 
sit\. "we ueneralh surest that the 
number be limited to about 300 per- 
>on>. 

\aturalh meetings on open water 
are an excellent exeu>e for some fish- 



ing, and \ ice \ersa. Mam an adman 
has returned with a good catch after 
a conference aboard Hal Roach's 
\acht. Dan Cerber. president of Ger- 
ber Products, each year takes his ex- 
ecuti\e committee b\ plane to Canada 
where the\ fish for trout and salmon 
and ideas. 

And Walter Guild, of Guild. Bas- 
coin & Bonfigli, was approached not 
too long ago by a potential client at 
the start of the fishing season. Said 
the client to Guild. "I'd like to get to- 
gether with you for a business talk." 



Guild replied, "'Oka}. But not dur- 
ing the trout season.* 

<_ 

"Sa\ . that s great." the client coun- 
tered. "I'm a fisherman myself." 

So off the\ went together. 

Many exeeutiyes are u>ing the 
w ooded nook to -park einplo\ ee mo- 
rale. In the process, they ha\e been 
taking part in programs which fall 
into the realm of employee recreation. 

"" This is a field- -a complete one in 
itself- -about which books have been 
written. sa\ s Larry Benjamin, presi- 
dent of the Industrial Recreation \s- 
sociation of New \ ork. 

Nevertheless, management represen- 
tatives attend employee picnics and 
o utings. 

e find management attending and 
deriving much from our Club s annual 
picnic, banquet and jamboree." says 

★ ★★★★★★★ 

6 ^To nirel the dcni a ink of a mature 
America, w e must deal with the w orM 
as it is, in a mature way. While I un- 
derstand the mothes of sincere critics of 
adult entertainment on radio and tele- 
vision, I cannot helie\e that these ^reat 
media must gear themselves downward 
so that we only hear and see what might 
he fitting for a six- to eight-year-old 
child to hear and see.** 

ROHKKT K1NTNEK 
President. 
ABC 

★ ★★★★★★★ 

Walter Nichols, president of the em- 
ployee-run Jersey Standard Club of 
Standard Oil Co. I \. J.) . 

Similarly. Roderick Cowles. assis- 
tant director of R. M Squibb Co.'s 
Quality Control Division. New Bruns- 
wick. N. J., notes that executives as 
well as empknees make use of a plant- 
side picnic area. Though a man-made 
wooded nook, it is an area away from 
the office where thoughts nun be £ath- 
ered for perspective. 

Travel agents, resort and hotel rep- 
resentatives, film people, advertising 
agency executives, boat lines, yacht 
clubs have all indicated that the 
wooded nook meeting is becoming 
prevalent in the business scheme of 
things and is no longer a matter to be 
considered sub rosa. 

We asked one \oung woman, mhtc- 
tan to an ad agene\ exec, w bother 
the "bosses" had ever mot to confer 
in resorts, on fishing trips and the like. 
She indignantlj replied: " 4 0h. no! 
The\ don't do am thing like that* 

From what we've learned, this is the 
exception to the trend. * * * 



Nothing Else Like It In Louisville! 





WAVE'S 
MONITOR FORMAT! 



ROAD SHOW 

(3:30—6:30 p. m.) 

Ilmul Slnnv is DIAL 970V hite- 
aflcruoon program, aimed opccially 
at ihc thousands of commuters and 
worker* driving home. Hill (, hidden 
U at the nlieel — l>reez>\ relaxed, 
informal. 

t\in\<1 S tit m' features five news- 
casts, two sports roundups and a 
stock-market *» n in mar) . Interspersed 
through it all is popular music 
that's espcrialh selected for high 
fidelity so that it iua> he heard 
clearh , even in hea\> traffic. 

titttut Slum* also reports on 
w eat tier, time, traffic conditions, 
etc., thus helping motorists get 
home relaxed and informed. 




DIAL 970- 
WAVE'S DYNAMIC NEW RADIO SERVICE 
FOF? A DYNAMIC NEW LOUISVILLE! 




5000 WATTS • NBC AFFILIATE 



spot s\u;s 

I xduMve National Kcprctentamt* 



Other Coordinated DIAL 970 
Programs Complementing 
MONITOR 

WAKE UP WITH WAVE Brings 
Louisvillians all they need to know to 
start llio day. News every hall hour. 
Time, weather, traffic, farm and 
school news. 

CAROUSEL Fnn and farts for busy 
Louisville honiemakers. Clul> news, 
interviews, hook reviews and music. 

NIGHT BEAT The pulse of Louisville 
after dark. Direct local news. Direct 
local sports round up. Mumc and world 
news. 1 1 unian-interol feature*. 
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SPONSOR ASKS 

(Continued from page 19) 

Knglander mattress compam irrew tre- 
mendously on sponsorship of the 1 1 :00 
p.m. news on television. That doesn t 
mean it \\ ouldn't have done* well at 
other times of the day; hut the comhi- 
nation of audience receptiveness to the 
product and reduced time cost made 
for the greatest possible success. 

The phrase, "a ud ienee-reeept ivc- 
ness," mentioned above is probablj the 
key to the whole problem. There is no 
doubt that the average late nighter is 
pretty tired. 1 le's probably had an 
evening full of commercial messages 
and is now somewhat dulled to addi- 
tional demands on his attention. 

'1 he tired late nighter should not be 
subjected to jarring, bombastic com- 
mercials. He's probably sacrificing 



REPS TODAY 

(Continued from page 39 J 

► Packaged goods: A major adver- 
tiser producing a fast-turno\er package 
goods item asked for an evaluation of 
davtime television rate trends over a 
five-\ear period, with a back-file of the 
Katz spot "cost estimators. ' 

fc> Karl) -morning radio: One agency, 
before making a morning radio recom- 
mendation to an account, solicited in- 
formation detailing rating service tech- 
niques. On the basis? of this data, the 



agencv evaluated the potential o earlv- 



morning radio. 



► Instant coffee: katz' adv i< e on 
maximum discounts and package bus- 
ing plan>. as well a> a market hv -mar- 
ket ana lv sis for 52 major market*-, 
com inced an instant coffee inanu fac 
hirer he should launch an intensive tv 
drive. 

► Touchy treatment : Vn advertiser 
with a touchy copv problem wanted to 
test reaction in the field to his visual- 
ization of a particular theme. Katz 

[Please turn to page 901 



6*Ju*l to moot the ProsiuYntV $300 bil- 
lion production poal hy 1965 will re- 
quire an expansion of over 50*^ in sales 
to ronsuinors — an almost revolutionary 
change in living standards and roncepls 
of the mass of our population." 

j\HNO II. JOHNSON 
V .p, & Director of Research* 
J, Walter Thompson Agency 

sleep because he wants to be enter- 
tained. The commercial should have 
A-H, too- -or you'11 lose him to slum- 
her. the refrigerator or elsewhere. 

Even if vour product doesn't have 
natural A-R like mattresses or sleeping 
pills, try to give them as much audi- 
ence receptiveness as possible through 
jour commercials. For example, some 
time ago, our agency was talking to 
live Florida Citrus people, the question 
being how to increase consumption of 
Florida citrus fruit. I remembered that 
back in mv youth someone had told me 
the eating of an orange at night would 
help promote restful sleep. Therefore, 
if it had validity, an intensive late 
night radio-tv campaign would be a 
natural to promote the consumption of 
oranges at a time when one normally 
wouldn t think of eating one. This 
would be a prime example of giving a 
product late night audience receptive- 
ness. 

So- at the risk of sounding like the 
"\ es and then again, no" politician, 
I'd say that late night buying is 
dangerous if bought with the indis- 
criminate dropping in of products and 
commercials. Tailor both to the hour 
and there should be no worry about its 
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WBIR-TV 

KNOXVILLE, TENN. 

One of the Nation's 
Most Powerful Stations 



working effectively. 
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REPRESENTED BY THE KATZ AGENCY 



SPONSOR • 20 AUGUST 1956 



1953 



' ffiwflr 



1947 




289 Pages 



1948 




682 Pages 



1949 




889 Pages 



1950 




"v>" 



IllllWIItlllll 




1951 



My,v,')( 



V " ' 

Ev'x-x? 

fvW-X-xS 
y.w.vX\ 



x\- 



$xXy:-K 
Ws-x-X; 



mm 
Mm 



mm 



i 



lj::vx 



sH\uA 



.■.A\ 

: : x-S 

-XvX 

■:->x* 



1952 




mm 



•> . . _ . . 

i-x-x-^yxS 
xW<? 



y.-yk — — 

P =: 



y.vvXy.*" 
fc-x-XjttX 



vX-xS 
£x$§ 



X-"S 



fex$ 

i£x-x-i 

'■WJ.-3 



■XXX-X 



>£=x 



,v>iX 



>x*34 



,<xx>. 



mm 

MM 

Mm 



"' x*X} 



& : , ■ x ; x 



Sx x-x-xj! 



i'-yyyyyyy. 



mm 

yy ^y ■ ^ 

Ml 



iii 



pi 



JX^W$ 

f \- -.v.vi> 
p ¥>xwi 



! <\x^xt 

■ ' X; 

P 



»>>.x< 




x::¥:^ 



•>x<c 



951 Pages 1254 Pages 1357 Pages 1608 Pages 18. 



NINE 



CONSECUTIVE 



YEARS 



OF SALES 



GAINS 



Through its first nine years SPONSOR (which celebrates its tenth 
birthday in November 1956) has 1, stuck everlastingly to the job of 
providing a use service for national advertisers and agencies; 2, crusaded 
for worthwhile industry improvements; 3, established new sales records 
each year. It has frequently been called the most 
successful new trade magazine of this decade. 



10th Year of Usefulness to TV and Radio Advertisers 



REPS TODAY 

{Continued from page 93 I 

referred the commercial to its field 
representath e> to get a ero>s-seetion 
o])inion. The ad\ either, on the basis 
of the-e reaction**, adopted a new and 

more delicate coj)\ approach. 
► Test market: \n a«ene\ asked 
for compi ehen>i\e com pa i ati \ e data 
on two markets. Koch ester and San 
1 )ieiio. with the idea of select in » one 
as a radio-tv test city for a new prod- 
uct. Katz Agency pro\ided the infor- 
mation arid added a recommendation 



that >\ racu>e a bo he eon>idered he- 
< au-e "it had all the fartor> required 
for a solid test of the product.' 1 
► Hard-water areas: An auenc\ bu\- 
er. preparing to laimcli an introductory 
campaign for a new hard-water soap, 
asked for market data on eiaht hard- 
water markets. 

Fact- and figure- of this kind pro- 
xided to advertisers and agencies are 
an outgrowth of the -ales development 
operation at the Katz \genc\. 1 he ini- 
tial ohjecthe of sales (leveloj)ment. of 
course, is to stimulate time sales for 
radio and television stations Hut this 



Set Your Sales 
To Music 

with WGN-TV's 




Bandstand Matinee 



Featuring music, sonirs, dancing and jjuest stars, this 

popular program is aired on WGX-TV in 

Chicago Monda) thru Friday from 4:00-5:^0 P.M. 

Important to you is the fact that the rating 
services are unanimous in their appraisal of 
HANDSTAND MATINEE. For the first four months 
of 1956, the show had an average quarter hour rating 
(M) quarter hours a week) of 4.7'r in ARB, 6.7^ in 
'1 ilepulse, and 4.5 r r in Nielsen. 

It's a top adult participation program available at 
\VGX-'l \'\ low da\ time rates. 



Telecasting \\ lth 

MAX IMl M VOW Eli 

From The 

im,m;sr row i;n 



4 



WGN-TV 

Chicago Q 



first ohjecthe now has a parallel one: 
to service ad\ertisers and their agen- 
cies with information which will make 
their marketing plans and advertising 
objectives more effective. 

M. J. Heck, vice president and treas- 
urer of the station representative firm, 
explains the rep's expanding role in 
this wa\ : 

"The service departments and func- 
tion of The Katz Agene\ are based on 
the simple principle that the more 
specific information an advertising 
agency has. the better job it can do 
for its clients in the purchase of broad- 
cast time. 

"By equipping our ow n sales per- 
sonnel with each and every bit of perti- 
nent data and by providing highly spe- 
cialized material whenever it is re- 
quired, we can spend a maximum 
amount of time 'on the street' handling 
the job of station representation more 
effectively. 

"Utilizing the information that we 
gather, the agency can make an intelli- 
gent and selective* media buy. The 
sponsor can move his merchandise with 
maximum impact in the market. And 
we. in turn, can produce more volume 
for the media and the stations that we 
represent. 

The Katz Agency is well equipped to 
service its own sales personnel and 
agencies and advertisers as it main- 
tains a non-sellimr service force of 79 
persons. These "inside salesmen, 
working for more station and product 
sales inside the shop rather than on 
the street, complement the "outside*' 
men who contact bu\ers 

The Katz organization is headed by 
G. K. Katz. board chairman, and Eu- 
gene Katz. president. Their exeeutive 
staffers who coordinate the inside and 
the outside activities are Scott Dona- 
hue, manager of tv sales; M. S. Kell- 
ner. manager of radio sales, and Dan- 
iel 11. Deuenholz, director of the sales 
data department, and Edward Code!, 
director in charge of liaison for sale^. 

\\ here does Katz — and the rep gen- 
erally get this sales data? 

From its own researchers, tabulators, 
market speciali>ts. writers. And from 
outside its own shop- -in libraries, 
from the government, from industry, 
from the trade press, \nother major 
source is its field staff, the management 
and sales personnel spotted from coast 
to coast. 

These 1 are the people who know the 
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IVY COVERED WALLS 



Ivy covers the walls of some 30 colleges and universities in the Prosperous 
Piedmont Section of North Carolina and Virginia . . . home of WFMY-TV. Major 
institutions of higher learning such as the University of North Carolina, Duke 
University, Wake Forest College, and Woman's College of the University of North 
Carolina, make the Piedmont one of the educational centers of the world. 

Education, industry and agriculture team up to make this 50-county area 
one of the top TV markets in the nation . . . $2.5 billion worth. And WFMY-TV — 
with full 100,000 watts power on Channel 2 has been the dominant selling 
medium here since 1949. With undu plicated CBS coverage, WFMY-TV gives you 
sales power unequalled by any station or group of stations in the area. 

To "educate" your sales and profits in the Prosperous Piedmont, call your 
H-R-P man today. 




MoMinjville, Vo 
Donville, Vo 

Rcidsvdle 
Greensboro 
Wtnslon Safem 
Salisbury 
Chapel H.ll 

Durham 
High Point 
Pinehuril 
Sonlord 
Forf Bragg 

WFMY-TV. . . Pied Piper of the Piedmont 
"First with live TV in the Coro/inos" 



uif my-tv 




GREENSBORO, N. C. 

Represented by 

Harrington, Righter & Parsons, Inc. 

New York Chicago Son Froncisco Atlanta 



Since 1949" 
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( haraderistics of the local market?, 
and what differentiates them. The\ 
work with the headquarters operation 
in .supplying the following types of in- 
formation. 

1. Data from jobbers, wholesalers, 
distributors and dealers on such things 
as what the\ think of a particular cam- 
paign, how competitive lines are sell- 
ing, what the ''temper" of the market 
is. w hat trends are. 

2. ( )j)inions and reactions of the 
advertiser's own dh isional executives 
and its field salesmen, with reports on 



w hat these local people need in the way 
of advertising backing. 

3. Product checks in food and drug 
outlets, particularly, and in other retail 
outlets as well, as to stoek condition 
and trends in movement off the shelves. 

What does all this fact finding add 
up to? 

For the advertiser and the ageney, 
it means availabibtv of basic market 
data w hich enables the bu)er to exploit 
the local sales potential more fully, to 
use local ad\ertising more effectively 
imhI advertise with impact. * * * 



CAMPBELL 

{Continued from page 32) 

It was about $360,000. at the rate of 
SC. 900 weekly for a five-a-week half- 
hour musie show with Andy Sanella 
and his orchestra. Of this sum, $4,500 
was for talent ! 

In reviewing the past, however. 
Hudd savs "the onl\ merit of sueh a 
long look back is its contribution to 
the future/ 5 

These contributions to Campbells 
future are in the form of radio and tv 
"values which have rubbed off," those 
11 advertising preeepts which are a 
reprise of what has gone before and 
which are the base for reappraisal of 
what w ill come after. 

Here are the "lessons learned v from 
radio and tele\ ision. as defined In 
Rndd: 

1 . A clean-cat understanding of 
the product and its market is impera- 
tive in the proper selection of program 
and time. 

"The advertiser must clearlv define 
his product, its market and his basie 
advertising objective. What may be 
right for us may be ver\ wrong for 
somebod\ else/' sa\s Hudd. 

His definition of the Campbell 
product: 

"Our items are low in cost. They 
can be used with great frequency . \nd 
the food industry has the never-ending 
help of a great alb -an ally w hich 
creates a renewed demand for its prod- 
ucts e\er\ five or six hours. This allv 
is hunger. 

"The distribution of our products 
is nation w ide. and our unit price 
makes our foods a\ailable to all 
income le\els." 

These characteristics are equally as 
applicable to the Campbell Soup Co. 
of 1931 as to the giant food producer 
of 1950. Today, however, the product 
base has been broadened. 

There are 21 heat-processed soups, 
for which ad\eiii>inir is directed bv 
bBDO, \ew York. The majority of 
Campbell's sales re\enue conies from 
this di\ ision. These soups, therefore, 
get most of the advertising empha>is. 
Tomato continues to lead the line. }ear 
in and veai* out. but chicken noodle, 
\e*retable. vegetable beef and bouillon 
are in the company's 'Top 10.'* Frozen 
soups, a higher-priced commodity and 
a recent marketing innovation, are 
handled through Leo Burnett agenc\ 
in Chicago. Burnett also directs all 
ad\ertising for new products, all ad- 




Yes . . even bigger sales are "in-the-bag" on the 
new KFAB. Contact Peters, Griffin, Woodward or 

General Manager Lyell Bremser today! 
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In San Francisco . . .They Are Watching Channel 4 



SAN FRANCISCO CHRONICLE • NBC AFFILIATE • PETERS, GRIFFIN & WOODWARD 
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7 DAYS A WEEK 

from SIGN ON to 

SIGN OFF 



KSYD TV 

IN WICHITA FALLS, 

TEXAS 

DOMINATES THE MARKET 




1 0 out of the top 1 5 shows 
7 out of the top 10 shows* 



Numbers 1 , 2, 3 and 4 shows 




1 73 top rated quarter hours 

All On 

KSYD TV 



CHANNEL 





CBS TELEVISION • 100,000 watts 

Syi Grayson: Gen. Mgr. Hoag Blair: Nat Rep. 



'Reference: May Pulse 19S6 
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\ertising aimed at children as well a> 
Campbell's tomato juice and ketchup. 

Franco-American products (spaghet- 
ti, macaroni, gravy, meat sauce) are 
ad\ ertised through Ogilvy, Benson \ 
Mather. New York. Campbell's pork 
and beans and ^ -o juice are serviced 
b\ Necdham, Louis & Rrorby. Chicago. 
The. agency for the Campbell Kids is 
Grey. New ^ <>rk. and all export adver- 
tising \< dim-ted by Robert Otto & Co., 
New York. 

The intricate slotting of cowcatchers, 
hitchhikes and main commercials is 
coordinated in Budd's Camden, N. J. 
office. Campbell's newest product line 
is that of C. A. Swanson & Sons, 
Omaha, which became a division of 
the soup company about a year ago. 
The line includes Tv Dinners, frozen 
pot pies, chicken and poultry prod- 
ucts and margarine. Campbells 
seventh agency, Tatham-Laird. Chicago, 
handles this portion of the account. 

2. The advertiser must know ex- 
actly what his primary objective is in 
the use of broadcasting. 

Budd expains Campbell's over-all 
advertising goals : 

"Our basic objective has always 
been the endless building of a con- 
sumer franchise. 

"We want to increase o\er-all soup 
consumption, particularly, and we 
want to broaden the base of soup eat- 
ing. W e want to find more ways and 
times in which people ean eat soup. 
This is why we've gone a long way 
since our first radio venture in 1931, 
when we recommended that listeners 
'Start \our dav with music, and start 
your meals with soup.' 

"However, we've been selling for 
man\ \ears a much broader concept 
of soup by urging it as a wholesome 
main dish for lunch. And Ave have 
recenth begun an effort to get it used 
at another meal of the dav bv suggest- 
ing soup for breakfast, ' 

Gimmicks arc also broadening this 
soup consumption base 1 . 

About a year ago, a BBDO promo- 
tion man dreamed up "soup on the 
rocks." in which the beef bouillon is 
sen ed o\ er ice cubes in an old 
fashioned glass. Budd doesn't expect 
it to lakes the place of bourbon, how- 



c\ er. 



"Our 'soup on (he rocks' promotion 
isn't going to sell freight carload after 
bo'ghl carload of soup. All we want it 
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WCCO television averages 
97% more viewers per 
quarter-hour, day and night than 
any other Minneapolis-St. Paul 



television station 



* 




*WCCO television is within 1.4% of reaching a total 
audience larger than all three competing Twin City 
television stations combined. Source: N S I June, 1956. 
Total audience: 8 a.m. - midnight, seven days a week. 

CBS Tele vision for the Northwest 

* 

WCCO television 

MINNEAPOLIS - ST. PAUL 

Represented by Peters, Griffin & Woodward 
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to do i> inject another ciugir to the 
?<la]jtal>ilit\ of soup to mam occasions. 
It help< u- jiet more excitement into 
soups/ 

BBDO ha- about 75 >urh «imnri<'k*. 
including "soii])inates/" in which two 
01 more CainpheH- soup* are mixed 
for a taste \aiiet\. u>e of the -oup as 
a gra\ \ base. 'Voiiplmrger!*/' and 
dozens more. 

These idea- "won't produce tonnage 
immediateh ." sa\s Budd. "Hut since 
1 ( )0."> (iamphell ha> been advertising to 
get soup uut of the category of 'good 
old soup. 1 knew him well/ We always 
tr\ to get new fhnoi into our adver- 
tising in all media. 

3. Audience mood and makeup 
must be sharply defined. 

4, \Ve learned the hard way from our 
initial experience in radio that time 
of day, audience composition and 
audience mood were extremely im- 
portant factors in the success or fail- 
ure of a program. sa\s Budd. 

bat first rad'o concept, back in 



1931. followed the doctrine of the 
"lad> on the bill/' 

This approach theorized that the 
general public would follow the tastes 
and the patterns of the "lady on the 
hill/' As Budd puts it. "If you sold 
her. she would be imitated, her local 
prestige would be the most potent 
power available, influencing the great 
numbers not directly reached b\ the 
magazines. It wa> contended that the 
les> educated and the lower income 
gioups could only be reached efTec- 
thelv thiouah the ear/ 

That meant radio, the "new"' com- 
munications medium. Campbell spon- 
sored its half-hour fi\ e-a-week daytime 
show to bring "evening quality to 
the listener. But its advice that fami- 
lies should start their meals with soup 
went unheeded. Even then the trend 
toward simplified eating was beginning 
to emerge. 

Today, soup as a pre-meal course 
"has practically gone out with 
servants." according to Hiram Brown, 
an executive on the Campbell account 



at BBDO. "Housewhes today are just 
as much interested as tbev ever were in 
serving sood food, but they're a lot 
more interested in serving it effort- 
lessly, quick!) and with a minimum of 
formality." 

Throughout the years. Campbell has 
aimed at general audiences as well as 
al specific segments of listeners within 
the over-all audience. A Milton Berle 
obviously reached a different group of 
listeners than did Edward R. Murrow. 
And a da\time serial was aimed at a 
different consuming target than Howdy 
Doody. Campbell buys French lan- 
guage programs on Canadian net- 
works, as it has since 1934, to match 
the mood and the characteristics of 
French Canadians. And for three years 
it sponsored a Jewish program on a 
local station in New \ ork Cit\. 

4. Failures merely represent a chal- 
lenge to find the right way to put the 
medium's power to work. 

\s Budd puts it. h * \nother valuable 
! e son in the experience of the earh 




use this one-two punch 
ring up extra sales 

WAFB-TV has overwhelming viewer preference in 
Lo uisiana's State Capital. According to latest Tele- 
pulse, WAFB-TV has a leadership of nearly five to one, 
is first in 347 quarter hours to 78 for station B. 

Within last few months, WAFB-TV has won, (a) first 
place in nation-wide "Lucy Show" contest with a 
double award for a special merchandising job, (b) 
first place in national Screen Gems, Inc. contest on 
program promotion, (c) one of first four places in 
"Frank Leahy and His Football Forecasts" promotion, 
(d) WAFB-TV's only entry was second place winner 
in 1956 Billboard Promotion contest for "network 
programs." 






200,000 watts CBS-ABC 

affiliated with WAFB-AM 

Call . . . Write . . . or . . . Wire 

National Representative — Young Television Corp. 
South & Southwest — Clarke Brown Co. 

First in TV in Baton Rouge 



102 



H'O.NSOK • 20 Ald'ST 19o6 





WHEN YOU BUY ATLANTA... BUY 



AND GET A BIGGER PIECE OF THE MARKET! 



This combination gives you the greatest possible impact in the 
Southeast's No. 1 market: tallest tower and maximum power to 
reach over 17% more people; top local and CBS-TV program- 
ming to earn highest ARB and Pulse ratings; plus strong mer- 
chandising and local station promotion. Get the facts from our 
reps and you'll choose WAGA-TV. 



TOP DOC k IN THE NATION'S 21st MARKET 





CBS-TV in Atlanta 



Represented Notionolly by 
THE KATZ AGENCY, Inc. 



STORER BROADCASTING COMPANY SALES OFFICES 

NEW YORK-118 E. 57th St.-TOM HARKER, Vice President and National Sales Director • BOB WOOD, National Soles Manager 

CHICAGO-230 N. Michigan Ave. • SAN FRANCISCO-111 Sutter St. 
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iadiu \oars was t<> re-group our forces 
to tr\ aiiain. 

"Ccrtainh radio clearly offered 
p!ent\ of incenthe. 1 he pay dirt \va> 
there. ^ ou ju>t had to sink another 
well." 

That's win ( iainphell has sunk 5 1 
different radio and t\ "well>* in the 
pa>t quartei -oentun . 

There s constant anah si> of pro- 
grain return* and reapprai>al of the 
time period, facilities, talent and pro- 
gram format. 

That's \\h\ I05(>. for example, is 
hi oadea>t media milestone \ ear. Thi> 
\ear tin 1 hulk of Campbell- hroadeast 
dollars has been shifted to the t\ side 
of the ledger, and the television effort 
is balanced between da\time and mailt- 
time. 

I Ik 1 1956 lineup : 

1. Cam Moore. 10-10:15 a.m. por- 
tion on \londa\s. CHS T\ . effect i\c 4 
J unc: 

2. House Party with \rt Linkletter. 
2-2:15 p.m. segment on \londa\s. CBS 
J \ . (effective 1 June: 

3 . Lassie, dramatic series which 
continues for the third season in the 
7 to 7 :30 p.m. time slot on S inula) s 
via CBS TV: 

1. On Trial, a new filmed anthologv 



In Eyanmlle This Growth Story Is More T 



WEHT 



CLIMBS FROM 11.000 TO 



srrie> starring Joseph Cotton which 
goes on \BC T\ Lrida\s from 9 to 
9:30 p.m. starting Sept. 14. 

Campbell, in making its advertising 
presentation to executiv es attending the 
most rerent annual marketing meeting, 
documented its case for television with 
main a factual footnote. 

\\ ith this fall s schedule. Campbell 
will "have more shows on e\er\ week 
and much heavier circulation than 
we \e e\er had before, according to 
Budd. 

Some of the facts and figures he 
used to back up the network television 
recommendation of his department and 
tlit* Campbell ad\ertising agencies: 

ta "T\ is growing increasingly impor- 
tant. The number of families readied 
is ii]) sharpl). There is substantial e\ i- 
dence of the important selling pow er 
of the right tv commercials: Ke\ Ion s 
experience is a classic example. 

"With the increase in our own busi- 
ness, it has become possible to pur- 
chase, and to hold, valuable time peri- 
ods. By pooling our product advertis- 
ing funds, w e can also make long- 
range plans and commitments 5 for the 
purchase of better programs. None of 
our products alone could afford these.' 
^ et. he adds. "Each of our products 

Is More Than A Tall Talc... 



WATTS! 




lack's bean stalk was a stunted century 
plant compared to this story of growth. 
April Hth permanent affiliation contracts 
were sinned with CBS. On August 15th 
WEHT -TV — Channel 50 in the Evansville 
Market area boosted its power from 11,000 
to 200,400 Watts. . . Involving an ex- 
penditure of $200,000 in RCA transmission 
equipment. 

AN ESTIMATED 75.000 NEW HOMES 
WILL BE INCLUDED IN THE NEW 
COVERACE AREA! 

WEHT-TV is your POLLOW- 
THRU STATION IN THE 
EVANSVILLE MARKET. Only 
WEHT TV offers U ) Guar- 
anteed On-thc-Air promo- 
tion, (2) Newspaper adver- 
tising, (3 ) Newspaper Pub- 
licity, (4) Letters to 
retail trade, (5) Daily 
news letters to ho- 
tels and hospitals, 
f 6> Lobby displays, 
' ^ > Monthly house 
organ, (8) Window 
Banners. Posters and 
<9i Billboards. 



in itself would represent a big busi- 
ness." 

5. /// this mass medium, there is no 
substitute for circulation. 

Campbell has always sought — and 
gotten — mass circulation with its ra- 
dio and tv shows. 

This }ear. it expects to reaeb a peak 
circulation with its four tv programs. 
The soup company estimates both Gar- 
r\ Moore and Art Linkletter will con- 
tinue to get 50 r ? of the total tv tune- 
in during their telecasts. Moore will 
be sponsored on 73 stations, Linklet- 
ter on 98. 

Lassie this past season has consis- 
tent!) been watched b\ some 31 mil- 
lion viewers weekly in 88 markets. 
\\ hen the show was first sponsored bv 
Campbell in 1954, Lassie attracted a 
rating of 15.7. In 1955. this jumped 
to an average of 26.2. This \ear it 
peaked at 32. and next \ ear "a 35 rat- 
ing is our aim !" Campbell predicts 
that On Trial, which will be carried bv 
100 i\HC TV stations, will reach an 
equalb imposing number of families. 

6. Programs can possess a stature 
beyond their popularity, which tangi- 
bly benefits the corporate name of 
their sponsor. 

Campbell first learned this lesson in 
circulation when it sponsored Dick 
Powell in Hollywood Hotel. It took the 
air for Campbell in October 193-1, re- 
maining for four \ears. "From this." 
sa\ s Budd. "we learned that for our 
kind of product.- then* is no substitute 
for circulation. \\ e got positive sales 
results from Hollywood Hotel. 

" Phis was al>o the fir*t radio show 
which ga\e Campbell this additional 
'statin e. 1 \\ itb this show . we dis- 





Represented by 

YOUNG TELEVISION 



tl lf it's really true you shot an eagle, 
how come KRIZ Phoenix didn't 
mention it?" 
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20 mt.i st 1956 



SPONSOR 
GOES 
WEEKLY 

27 OCTOBER 

WITH A 
FOUR-POINT 
EDITORIAL 
PROMISE 

I 1, essential reading 
I 2, useful reading 

I 3. fast reading 
| 4, easy reading 

A complete weekly wrap-up 
in depth for very busy executives 

*Date for first weekly issue changed from 2 November. 
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<*o\ered there ran he. in the impor- 
tance aiul public endorsement of a pro- 
gram, a reflected glow that is of posi- 
the benefit to the sponsor in further- 
ing hi> o\er-all reputation with the 
consumer and the trade."" 

Similar glow s were reflected in 
Campbell's dinvtion bv other radio 
and t\ luminaries. 

Burns X' tllen were on the air for 
Campbell s for two years. Amos 'n* 
truly for fi\e. Lanny Ross for three. 
Jack ("arson for four. Bob Cnw|>\ and 
a \ariet\ of other music stars on Club 
lr* for six \ears, Walter O Keefe in 



Double or Nothing quiz for six \ears. 

But "Campbell really hit a winner 
when it grabbed Lassie back in 1954. 

'Mt had a very important plus, in 
addition to its rating. You might al- 
most call it a "kidnlt' show. It appeals 
to and provides entertainment for all 
kinds and ages of people. It reaches 
the family when thev gather a* a 
group, in much the same way the Jack 
Benin Sunda\ evening radio show* be- 
came an American institution. 

''It's no o\ er-statenient to place 
Lassie in the same category. '' 

Rating anahses indicate that of 



An $899,481,000 
Buying Power Market! 




N 



MORE AUDIENCE 

than any other TV station in the 
rich heart off Louisiana 



^ FROM 5 



WBRZ 



:00 P. M. to SIGN OFF 

(Monday thru Friday) 

rated highest in 125 quarter hours out 
of 149. 




7 FROM 



12 NOON to 3:30 P. 

(Monday thru Friday) 
rating Tops All Others Combined! 

-from a study by American Research Bureau, 
Inc., encompassing 31 counties and parishes 
in Louisiana and Mississippi- 




WBRZ 



Channel 




Power: 100,000 watts Tower: 1001 ft. 

NBC-ABC 

Represented by Hollingbery 



Lassie's 31 million ueekh viewers, 11 
million are women, nine million, men: 
eight million, youngsters: three mil- 
lion teenagers. 

The Campbell ad executive reports 
that Lassie has been awarded ''five 
outstanding television honors" in the 
past year. "We're going to continue a 
top-flight campaign of publicity to 
keep Lassie and Campbell in the na- 
tional spotlight." 

7. The search and appraisal of new 
talent is never ending, and requires 
swift action. 

It was in 1938 when Campbell 
learned this lesson for the first time. 

Because it was that year when Or- 
son Welles set the nation agog with 
his radio report of an invasion by 
men from Mars. 

"It was so realistic it bad people 
believing the end of the world wa£ 
working out in rout radict ion to the 
Good Hook ! 

"W e learned there is a value in mo\- 
ing quickly to investigate producers 
w ho may bring a new concept and 
power to the medium. We contacted 
Welles the day after his Martian 
broadcast, and he produced a success- 
ful series of unusual dramatic pro- 
grams under our sponsorship.'" 

The series. Campbell Playhouse, 
took the air late in 1938 with Welles. 
He remained with the show a year, but 
it sta\od on the air another two. 

Campbell found and re-found a lot 
of talent in the early da\s of radio and 
tv. Its faith and investment — in 
many performers has been well justi- 
fied by the fact that they are still stars 
of the entertainment business: Hums 
& Allen and Ken Murra> in the mid 
thirties, Milton Berle and Robert Trout 
in the mid-forties. Henry Morgan and 
Pert Parks in the early-fifties. 

o. Great selling power rests in 
warm* honest personalities. 

Campbell picked up the time and tal- 
ent tab on Amos 'n Andy in 1938. 

"We learned from them," reports 
the company V ad\ei tising manager, 
"that the transfer of a great program 
into another commodity field (from 
drugs to food) can deliver a powerful 
selling impact o\cr an entirely differ- 
ent set of retail counters. 

"We experienced the great selling 
pow er w hich belongs to a warm and 
trusted personalit). And we discov- 
ered also that in the merchandising of 
a program to the trade, there is no 
substitute for pro\en sales results. 
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govern 



government 




Much as we revere and respect this system of ours, we don't want 
the government running our lives. 

The best government is one that's closest to the people. And 
there's just one way to keep it under control. 

Vote. 

Every time you get a chance. 
Vote November 6, for sure. 

Vote to elect the ones you want representing you. To keep the 
ones who are doing you proud. To get rid of the ones who are 
not so hot. 

You're the boss, however you vote. No matter who's elected, 
you pay their salaries and paint their offices and keep watching 
over them as thev work. 

Even if the ones you're "agin" happen to 
win, they're obligated to the minority, too. 
They're servants of all the people, not just 
those who voted for them. 

Your vote prods, approves, protests, de- 
mands, restrains, rewards. 

Vote — so you and your children after you 
always can. 




See You at the POLLS! 
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AT THE TOP IN ILLINOIS 



ROCKFDRO 




HOTTEST CITY 

IN AMERICA TODAY 

Labor department statistics just in, 
pro\e more people are working . . 
making more 1 money . . . creating more 
sales in Winnebago county than in an> 
other county in Illinois (outside Cook). 



WROK 



Covers this great 
market full time 
... at lowest cost 
per 1,000. 



No. 1 For Over 30 Vears 



John A. DKon, Ocn, Mgr.. 



11 H. NhCI li*p>. 



Sam Molen, veteran KMBC- KFRM 
Sports Director, keeps himself in top 
broadcasting condition with three daily 
sportscasts plus several weekly sport 
shows and features. Personalized radio 
that sells as it serves ! 




the New Sound of 



KMBC - KFRM 

he In;; iH-us in Kansas City radio is t Jio 
\« u Sound on K M H< ' K FKM By complete- 
n\< rli ;> ii 1 1 1 1 lt <il'I i> i otf riiiuiii nitf concepts, 
MIM K KHM li;i\r- introduced a new typo 
radio service Mint's trnlorwl to today's audi' 
' <l«'M.iriK \Yu va i<M y new personal! 

now Inriiiatv new unpact they're all 
'■ii into kit) hour of < \ <rv broadcast day. 
n pind loci] |»io^r«nniiiiiLc combined 
tin from tin- WW Network, pro- 

i idio that H'i]s it mtvi'm! Voiir 

■I fin ii iVh-i-. 4 ^ i- 1 J'f i ■ i , Woodward, Inc. 
t irn >ou in on t|iv V\v Selling Sound of 
K M w K I' KM 



1 
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KMBC o/ Kansas City 
KFRM ZsT /he State of Kansas 
£J> in the Hear! of A merica 



"The response of the public to Amos 
u' Andy's appeal to buy chicken noo- 
dle soup was the most outstanding evi- 
dence we ha\e e\er seen of the power 
of the broadcast media. Our problems 
thereafter in getting the trade to stock 
and feature products to he ad\ertised 
on Amos u turfy were reduced. 

This year, Campbell figures it has a 
full measure of warm selling person- 
alities in Cam Moore. \rt Linkletter. 
the featured cast of Lassie and, later 
this season. Joseph Gotten. 

9. Opportunities exist for multiple 
product advertisers in adjacencies to 
their own programs. 

Campbell discovered this 17 y ears 
ago. in 1939, when it sponsored a five- 
a-week quarter-hour da) time show 
with singer Lanny Ros^. It was broad- 
cast immediately after Amos n Andy* 

"From this we learned the great help 
gi\en by one strong program to build 
another. We also had demonstrated 
the great economy and attractiveness 
in the contiguous rate!" 

Through the years. Campbell has 
also learned adept ness in juggling its 
own products for commercial mentions 
on its programs. I his upcoming fall 
season shows this Upe of product pat- 
tern on the four network tv shows. 
These groupings ha\e not been final- 
ized. howe\er. 

Campbell's heat - processed soups, 
through BB1M\ and Franco-American 
spaghetti, through Leo Burnett, share 
< osts on Garry Moore. Ilousepartx is 
sponsored b\ the heat-processed soups 
and b\ the fro/en soups, the latter also 
handled by Burnett. BBDO and NL&B 
service 1 the Lassie show, with commer- 
cials divided among Y-<> vegetable 
juice, baked beans and heat-processed 
soups. 

\t this point. Campbells plan is to 
promote onh heat-processed soups via 
its co-sponsorship of On Trial. 

Campbell has learned to juggle com- 
mercials with products made by other 
companies, too. 

Last year, during the second season 
of Lassie, it shared sponsorship with 
Kellogg. This \ ear, how e\ cr. it re- 
sumes full sponsorship of the show. 
I ts new Friday niuht On Trial series, 
bow c\ cr. will be shared equal h with 
Lever, with one account cross-plugging 
the other every Frida\. 

10. The advertiser must clearly de- 
fine the hind of material for which he 
will accept editorial responsibility. 

Budd explains his point this wav: 



"In the selection of broadcast me- 
dia, the advertiser obviously faces the 
lesponsibilitv for editorial choice — the 
program material designed to w T in an 
audience. With magazines, the editors 
bandhe it for him. He buys, or does 
not buy. an editorial 'association' for 

ml 

his advertising. 

"With the warm intimacv of the 
radio or tv set. and the assumption of 
editorial responsibility by the adver- 
tiser, he must come to some very clean- 
cut conclusions as to the type of edi- 
torial matter he wants associated with 
his company and with its advertising. 

Campbell's first requirement in 
terms of program content continues to 
be quality . 

11. Increasing competition for au- 
dience attention demands the practical 
use of audience research and the ut- 
most in commercial creativeness and 
show promotion. 

As competition develops among sta- 
tions and among advertisers. Budd 
notes. "We are all conscious of the 
diffusion of the consumer's attention. 
And with it comes greater competition 
for good programs. 

"It makes us more sensitive than 
ever to the value of good audience re- 



Hovv Warm is 
Denver In December? 





mm 



ASK YOUR COLONEL 

The Heather in Denver (or Des 
m Moines or Davenport) ean mean ■ 
dollars or deficits to the adver- 
tisers of a great many products. 
Your Colonel lias a month hy 
mon tli picture of the \\ cather in 
21 markets. 

FGW TELEVISION SALES 
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search. And it also inake> <'onsciou> 
of the challenge that we must leave 
nothing undone to produce commer- 
cials which will stand out for their 
creativeness and possess the all-impor- 
tant ingredient of impact against the 
listener and viewer. Even this t\pe of 
commercial material, because o f the 
improved le\el of commercial competi- 
tion, is becoming more elusive. ' 

Discussing the creativity required by 
television, Budd said one of the big- 
gest reasons Campbell is going into the 
On Trial series is because it is based 
on authentic court trials, and a ready 
suppK of basic story material is avail- 
able. 

"Shows requiring original stories, 
week in and week out. are bound to 
bog down, despite all the creative geni- 
us and ability of the tv writers. They're 
feeding material into a hungry bulb 
tna)be as many as 25 to 3r> original 
dramatic shows. I'm afraid there's just 
not that much material around.' 

Campbell's predicts success for On 
Trial on two counts. 

The first is the fact that the mate- 
rial is based on actual events, and 
''this has indicated its great appeal to 
the American public/ 

The second is that "people want to 
know w hat kind of stories thev are 
<roin"; to see before thev tune in.' 
Dramatic anthologies, for example, 
range from Western to romance to 
farce to m\ster\ in the same series. 
Campbell thinks it will attract a large 
audience to begin with, and a repeat 
audience, because viewers will know 
ever) week the t\ pe of show to be fea- 
tured. 

Joseph Gotten will star in one-third 
of the weekly shows, but will act as 




"When KRIZ Phoenix plays those 
hot tunes, Officer, I prefer to play 
safe!" 



host-narrator on all the>c programs 

BHDO's Brown, who will supen ise 
production on this new feature as well 
a> on the other tv programs. sa\s 
Campbell will talk to On Trial viewers 
"a little difTerenth than it does to the 
Lassie audience. 

"We want to reach adults with our 
new show, and we're particularh in- 
terested in having the stories appeal 
to women. W omen do the actual shop- 
ping, but men influence the bu\ing de- 
cision. That's why we want both of 
them to be watching the show together. 

"Our biggest commercial theme w ill 
be 'Soup once a daj, every da\.' We 
approach Campbell advertising w ith 
cne basic thought in mind: that Camp- 
bell, despite its 51) years of advertising 
and its leadership in the food field, i> 
still a growth eompan). 

"Campbell's quality is tops, and it's 
operating in an expanding market. 
Tv. we think, is the expanding medi- 
um. With the limited amount of Class 
"A"' time available, it's imperative we 
build up some Campbell Soup time 
periods." 

The SPONSOR-estimated $20 million 
now spent in advertising includes all 
^pace and time production charges. In 
the case of Campbell, these are unusu- 
ally heavy. It spends about SC.3 mil- 
lion annually on national magazines, 
for example, and most of its food ads 
are in four-colors. 

Campbell has long relied on nation- 
al consumer magazine adyertising and 
on four-color spreads to visualize ap- 
petizing food combinations and to 
establish its familiar red and white 
label. 

The company's second largest single 
media expenditure is on network t\ 
time, for which it allotted almost $4 
million last year. Here again, produc- 
tion charges are high, \etwork radio 
allocations are minimal this \ear. as 
the} were last year, but the company 
is buying about $1.5 million worth of 
spot radio and spot television in 1956. 

Publishers' Information Bureau fig- 
ures for 1955 show the relative stress 
given eaeh major advertising medium 
by Campbell's Soups: national maga- 
zines, $6,313,190; network television. 
$3,885, 385; daily newspapers, $1,929.- 
428; newspaper supplements. $41 5.- 
275; network radio. $5,412. 

There is no detailed anahsis avail- 
able on how much Campbell Soup Co. 
spent on spot radio last year. Tele- 
vis-ion Bureau of Advertising, however, 
has fourth quarter tv spot spending 
figures. Campbell during the last three 



P!onth> of 1955 spent S763.100 on -put 
television. If this period were t\pi<al. 
the annual t\ >pot expenditure might 
ha\e ranged from -^2.5 to S3 million, 

The products which get most of 
Campbell's ad\ ertising allocation aic 
the beat-processed soups. The allow ■ 
a nee for them is estimated at about s 9 
million aniinalh, with radio and tcle- 
\ ision allotted about s 4 million of this 
amount. The other S5 million or 
approximately 55'; of the total adver- 
tising budget goes to the other Ca nip- 
bell products, to the Franco-American 
line, Swanson line, and new products. 

Even though the broadcast shift in 
recent \ ears has been from radio to 
t\. Campbell is still watching radio 
closely for programing and time pe- 
riods which will meet its advertising 
ohjecth es. 

It's watching the de\ elopinent of 
color tele\ ision. too. 

"We're in no hum about color, 
however. ' sa\s Budd. '"What we 11 do 
will depend on w hat happens in the 
next 12 mon ths. We know all about 
making color movies, and we"\e 
worked with color in print for a long 
time. Techniques are changing all the 
time, but it wouldn't take us ven long 
to gear up. from an ad\ ertiser's point 




KROD-TV 




YOU'LL SELL 
MORE ON 
CHANNEL 4 

n the El Paso 
Southwest! 




• KROD-TV dominates El Pcuo 
County* 

• KROD-TV is the only station 
to reach Alamogordo (set 
penetration B0% ) and Sil- 
ver City (61). 

• 98% reported Excellent or 
good reception for KROD- 
TV in Las Cruces (81.3 
penetration) while only 10% 
reported the same for sta- 
tion "B" 

•March 1956, Telepulse and Teleoulse on 
*#*t mmpuhln. 



/ 



KROD-TV 

CHANNEL 4 

EL PASO texas 

CBS - ABC 



AFFILIATED with KROD-600 kc I5000w t 
Owned 0 Operated by El Paso Times, Inc 



Rep. Nationally by tht BRANHAM COMPANY 
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In Eastern North Carolina, 
it's nearly everyone for 
peanuts when you use 
WNCT! 

With a Class D 20-sccond "10 
Plan," the com per thousand is only 

Jf that's too much to shell out, then 
try a Class D ID "10 Plan" for a 
cost per thousand of 1 5£. 

Whether your budget is peanut-size 
or elephant-size, your best buy is 
WNCT . . . first in every minute 
of esery hour of every day . . . day 
and night, according to the Jan. *56 
Telcpulsc of 19 counties. Eastern 
Carolina's No. 1 TV Station. 




channel 9 MlMAtY Ctf AFF 

116.000 -»'* Ml Hi"* 



REPRESS NTED NATIONALLY BY HOI LINCBERY 



BMI 



New, Timely Election-Year 
Continuities 

PRESIDENTIAL 
PACKAGE 

AN ASSORTMENT OF 23 PROGRAM 
SCRIPTS TOR RADIO AND TELEVI- 
SION . ■ - BACKGROUND COLOR 

PERSONALITIES ODDITIES OF 

PAST ELECTIONS . AVAILABLE 

WITHOUT CHARGE AS A STATION 

AND PUBLIC SERVICF 

THE FIRST ELECTION 

ONE HALF-HOUR SCRIPT 

A PRESIDENTIAL CAVALCADE 

STVEN fIVE MINUTE SCRIPTS 

FAMOUS FIRST LADIES 

FIVT 15-MINUTT SCRIPTS 

RISE OF POLITICAL 
CAMPAIGNING 

ONE HALF-HOUR SCRIPT 

THE PRESIDENTS SPEAK 

Sl.vr.N KIVE-HINUTL SCRIPTS 

FAMOUS CAMPAIGN SONGS 

ONE HALF-HOUR TV SCRIPT 

CAVALCADE OF PRESIDENTS 

ONE HALF HOUR TV SCRIPT 

TIME SIGNALS 

STATION BREAKS 
;tO; 30; 1 :00 



of \ieu. We're watching color par- 
ticularly for our red and white label. 
I doubt, though, that even with a color 
t\ set circulation of 300. 000 we'd fig- 
ure this w as enough circulation to 
spend too much money on. 

Campbell executives estimate "con- 
sen at i\ eh that (he current 50.000 
color set circulation will expand to 
some 300.000 1>\ 1 January. 

Whatever de\ elopments take place 
in the broadcast media. Campbell will 
adapt to them with one primary mar- 
keting factor in mind, say ^ Budd. 

"We need frequency, and lots of it. 
\\ e need it because the housewife is 
shopping more frequently, and because 
we ha\o a fast turnover, low cost item. 
\s t\ costs mount, with frequency be- 
coming more difficult to purchase, 
we ve diversified and mo\ ed back a bit 
into daytime t\ . W e like the combina- 
tion of nighttime shows and two da\- 
time features.' * ★ * 
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under the circumstances to go from 
cue situation eomed v to anothei ."" a 
Bristol- \1 \ (M s ad\ ei t ising executive told 
sponsor. " \nd a dramatie antholog\ 
is generally the safest kind of film buy. 
particularly in \ iew of the main star 
names that one can publicize.' 

'I here's a wide range of opinions on 
tin* value of publicity for a show once 
it is a ratings flop. I idess some of the 
elements of the show itself arechamzed. 
most radio-t\ directors feel that h\- 
poed publicih is wasted. People have 
seen 1 1 it* show and not liked it. ^ ou 
ha\e to tell them of something added 
or changed in tin 1 format or appeal of 
[lie show to ha\e \ a lid reasons for 
publicizing. 

"( )nce the j ur\ s in. y ou y e prett y 
well had it. " says ^XR y.p.. Rod Krick- 
soii. "The Kay Milland show was 
much better the second \ear than the 
first, but people had made up their 
minds about it. Of course, publicity 
plays a different role for different 
shows. W ith anthologies you've always 
got -something to play up." 

Drama shows in general are far 
easier lo publicize, mid-season as well 
as prior to their debut. Kraft Theater, 
for example, successful!; exploited I ho 
production \ allies of "The Titanic/' a 
show presented in the spring 1956 sea- 
son. Of course, with film sho w s it's 
impossible to add pablieizable values 
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for episodes already in the can. On 
the other hand, the scripts and stars 
should be chosen right now with an 
eve toward a continuous publicih ef- 
fort. 

3. On hypoing live shows — There V 
larely a single In e show new to the net- 
work that isn't impro\ed and changed 
during the first few weeks on the air. 
It's far easier to experiment with a live 
format, since the various components 
of the show are more flexible. 

Here, briefly, are some of the steps 
for which you can pave the way e\en 
now : 

la) Allow a contingency budget, 
which you hold in reserve for emer- 
gencies. This nione\ mav be able to 
insure your intial investment by pull- 
ing the show out of trouble in mid- 
season. 

(b) Make sure that the list of name 
talent from which the producer will 
iceruit stars for \our show is large 
and flexible enough. One of the best 
ways to hypo a dying lhe show, wheth- 
er it s a variety show or drama, is with 
name talent that has wide appeal. But 
\ ou can't get Elvis Presley the last 
minute. Many stars are tied up b\ the 
networks and therefore unavailable 
anyhow. It's very important therefore 
to be clear from the start on the people 
\ ou 11 be able to count on for \ our 
show . 

(ol Script impro\ ements can make 
a flop recover. Such impro\ ements 
mav require hiring a new story editor, 
getting different writers, paying higher 
script prices or getting together with 
the producer on revamping the very 
format of the show. 

Recently. Kraft Theater initiated a 
novel sy stem for insuring top-notch 
scripts and getting publicity at the 
same time : The company is offering 
a $50,000 prize for the best script in 
this 1956-1957 season. This is just one 
( xample. and a relathely expensiye 
oik 1 , of the ways a sponsor can main- 
tain the ley el of his show and popular 
interest in it at the same time. 

Aboye all. in working to improye a 
live show, remember that you can get 
the fullest cooperation from packager 
or network. It s as much in their inter- 
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e^l as it is in yours lo achieve high 
ratings holh to insure renewals and lo 
maintain his reputation for his other 
products in case of the packager and 
for the sake of protecting the value of 
the lime slot in the case of the net- 
work. 

A very important hit of show-insur- 
ance that numerous lop agene\ radio- 
tv directors are taking out right now 
is shopping new shows further in ad- 
vance than during an\ previous year. 
They're worn ing now about the sum- 
mer 1957 and fall 1957 seasons. As 
FC&B's Roger Pryor pointed out, '"You 
can anticipate 40 to 50^ casualties 
for ihe year. They'll have lo l>o re- 
placed." 

Mosl radio-tv directors agree that 
now's the time to start thinking of 
these replacements. And the trend 
among top agencies now is to work 
with independent producers and pack- 
agers from the very germination of a 
new show idea, occasionally helping to 
finance the package from its inception. 

2. Shared sponsorship dis- 
agreements: Though all top agen- 
cies and most iv sponsors today have 
had some experience in cosponsoring 
shows or alternating with other spon- 
sors, it's still difficult lo anticipate all 
die problems that can crop up by the 
time the season is well under way. One 
ua) of forestalling unnecessan head- 
aches is to work against this checklist 
of points where cosponsors and their 
agencies should work out agreements 
prior lo ihe time the show goes on the 
air. 

lal Size of the network and what 
markets the show should be extended 
to when time opens up. If two adver- 
tisers' distribution patterns don't co- 
incide from the slarl. there's obviously 
no point in attempting to eosponsor 
a show. Hut what happens onee the 
show's on the air and there's a chance 
lo gel il into five additional markets? 
The wise move, a^encymen agree, i< a 
check list of potential markets and a 
ore-debut agreement between the cli- 
ents involved on market priorities. 

(b) Program policj is. of course, 
initially agreed upon contractually be- 
tween both clients concerned and the 
producer. But have the clients and 
their agencies reached some sort of 
understanding about wa\s to improve 
the show if it should flounder in mid- 
season? 

(el Plan ahead for preemptions in 
this election year. Everything's fine if 



political candidates preempt one of 
) our shows and one show belonging lo 
)our alternate-week sponsor. Hut the 
situation is unlikely lo be thai simple 
and clearcul. Mam alternate-week ad- 
verlisers have a 1 read) worked out mu- 
tual agreements lo >plii commercial 
lime on the show following a pre- 
empted program, so thai neither client 
is affected more serioush than ihe 
other. 

(dl Merchandising and publicity 
agreements are important, partieularh 
if one or both advertisers expect to use 
the stars of the shows in display pieces 
or personal apea ranee lours. Schedules 
and plans ha\e to be mutually accept- 
able for a good working relationship. 

(e) Discuss plans for commercials, 
not only in terms of time allotted lo 
each client, but the contents of the 
commercials as well. If you're cospon- 
soring a live show, it's very important 
to agree ahead of lime on ihe number 
of sets and ihe amount of space each 
sponsor's commercial will require. 

With live commercials it's unlikely 
thai vou can work more than four or 
five days in advance of airlime. But 
at that lime, and as soon as a client 
has approved commercials, the agency 
producer should get together with the 
show producer and with his own coun- 
terpart at the other agene> to discuss 
the amount of space his commercial 
will require, the background and ihe 
amount of fax and no- fax rehearsal 
time. 

3 . Salesmen's enthusiasm 
slump: Virtually ever)' effort on the 
part of the client and agency both, to 
stimulate salesmen's enthusiasm for 
their Iv show is concentrated during 
the period before the show goes on the 
air. This is a very vital lime when ihe 
program needs the salesmen's support 
and the interest they can drum up in 
the trade. However, a few weeks after 
the show's been on the air, ihere gen- 
eral!) follows an almost inevitable let- 
down in their enthusiasm, and this lel- 
down may coincide w ith the clienl s 
most important p re-Christmas order- 
taking period. 

Clients and agencies can forestall 
this enthusiasm slump b\ (1 ) allow ing 
an adequate budget for periodic mail- 
ings to the salesmen; (2) planning 
now a campaign directed at the sales- 
men and keyed lo the important sea- 
sons of the client. Tt may be enough 
lo send them simple mailings about 
the show's progress, popular il\ . Hut 



prior lo the hca\\ reason, a number 
of clients send out additional, complete 
show kits with pictures of the *iar>. 
some behind-the-scenes stories on the 
show's production, ad\ ance notice 
about the shows lo come. 

Sa\ * Hart McHimh. JWT l\ -radio 
\.p.: '"E\er\ client knows he's «m>( to 
make a big push lo enthuse his sales 
force for a show before il goes on the 
air. Hut it's eas\ to forget thai the 
job once done just isn'l enough, \lu\- 
be November is a client's big order- 
taking season. W ell, the promotion to 
his salesmen thai he made in Vugust 
isn't going lo keep up their spirit 
through No\ ember on sheer momen- 
tum. We try lo give the salesmen some 
slur contact. send wires or souvenirs 
signed by the stars lo the salesmen's 
wives. There's no question but thai 
j ou have to anticipate a mid-season 
slump b\ planning such a campaign 
right now." 

4. The commercials don*t sell: 

No reputable advertiser today will put 
money into a commercial theme with- 
out pretesting its effectiveness. Hut no 
such pre-air lesl gives a guarantee of 
actual sales the commercials may pro- 
duce once lhe\*re on the air. And. 



What's New With 
"DAMETIME" Television? 




ASK YOUR COLONEL 

The Colonel has just written a 
" book on the subject of daytime 
viewing. Not a very long book, but 
one that should bo very interesting 
to the advertisers of soaps and 
soups and such . . . that are >old 
to women, 
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When Does The Eagle 
Fly In Detroit? 




ASK YOUR COLONEL 

lie know* lhe principal paydays, 
ihc shopping day**, ami how mam 
people work al whal johs in lhe 
motor t'ily ... as uoH as in 23 
other markets he selU. 




since achertisers tend to work well in 
ad\ a nee in preparing their film com- 
mercials. the\ »enerall\ ha\e a lieavA 
investment in the films alieach in the 
can l>\ the time sales results come in. 
If the commercials don t >fvm to he 
doinir a aood job. tin 1 client "> faced 
(ssentialh with two alternatives: 111 
keep them on the air. because he's got 
to amortize the cost of making them: 
<2) \ank them out and replace them. 
despite 1 the heav\ bite into his* budget. 

There are safeguards against t\ing up 
excessive sums in commercials that the 
client can get stuck with. Philosophies 
dilTer between top agencies on the 
length of the period to be pnn ided 
with canned film commercials. In some 
instances, commercials are shot a mere 
si\ to ciaht weeks ahead; in other 
case*, \ariations upon a theme are 
made as much as nine months ahead. 
In either case, the tv effort can be a 
ratings success and a sales Mop. 

The-e are some of the safeguards 
now to be considered: 

The extreme case of an advertiser 
with nine-months of unsuitable com- 
mercials in the can who finds sales 
slumping is a rare instance indeed in 
these da\s of pretesting. It's ver\ im- 



portant for the client to remain unruf- 
fled during midwinter reappraisal time, 
ev en when a particular commercial 
technique ItotalK unlike his own) 
catches on like wild fire. 

* fc 'l here are alwavs fashions in com- 
mercials techniques/* sa\s Ted Bates" 
iadio-t\ head. Jim Douglas. "The im- 
portant thing for the client to keep in 
mind is that he's after sales. If a 
particular technique has been tested 
and decided upon for him. don't let 
him get restless with it just because 
another approach is selling a different 
product. The purpose of commercials 
isn t to imitate nor to be startling. \[\ 
just to sell." 

Furthermore, clients tend to wean 
of a theme far earlier than viewers do. 
And if a particular commercials theme 
has been effective, don t drop it after 
a given period of time. Frequently, 
v ou can get a carryover of effective- 
ness. h\ merely producing variations 
on the same theme. 

One example of this reasoning is 
FC&B s approach to the Pepsodent 
"You'll wonder w here the \, ellow 

0 

went . . . theme, which the aueiicy 
continues to use effectivelv. Hut. with- 
out van in« theme or basic tune, the 
agencv has provided variety bv chang- 
ing the tempo of the jingle. 

Of course, dramatic skit or story- 
commercials tend to wear out the view- 
er faster than musical approaches to 
selling. Thus, people tend to become 
familiar faster with the Piel's Brothers 
(through Y^R ) commercials in direct 
proportion to the commercials' enter- 
tainment value. Therefore, if you're 
planning to use an unusual approach 
or characterization in \ our commer- 
cials, arm \oiir>elf with variations 
upon the original \orsion so that \ on 11 
maintain interest and continuity at the 
same time. 

|a) Should a seasonal use of the 
product he featured and if so. to what 
extent? The answer to this question 
mav seem obvious, and yet its often 
lost in a ma/.* 1 of budget considera- 
tions. All advertising should contain 
I he elements of newsworthiness and 
timeliness. 

One obvious example in this cate- 
gory is in the fields of cold remedies 
and (old syrups, where most of the 
weight of the budget is concentrated 
during the cold season. Miles Labora- 
tories, for instance, concentrates its 
Sehwerin testing of commercials that 





GOLDEN MIX, 
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Proof/ Before leaving the Detroit market 
because of o bod soles picture, Golden Mix 
Pancoke Mix decided to run a test spot radio 
ond television campoign for o period of 9 
weeks on CKLW and CKLW-TV. RESULTS? . . . 
neorly 300% overage increase in sales for the 
entire Detroit oreo and renewed plonning to 
stay in this lucrative morket. Here ogoin / in sell- 
ing Detroiters, CKLW rodio and TV made the 
difference. Either one, or both, could make the 
difference in your soles picture, too . . . and 
at modest cost! 

FOR RESULTS IN THE DETROIT AREA, IT'S 



CKLW-TV 

Channel 9 



CKLW 

800 KC 
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channel 12 



WINSTON-SALEM 




r WINSTON-SALEM 
\0( GREENSBORO 
HIGH POINT 



CALL HEADLEY- REED, REP, 



AFFILIATE 



SPONSOR • 20 AUGUST 1956 



113 



How Many Service 
Stations In San Francisco? 




ASK YOUR COLONEL 

If the number of outlets for Tires, 
" Batteries and Accessories is not 
important to vou . . . food stores 
might be. Your Colonel has that 
information too ... in 24 markets. 



POW TELEVISION SALES 




BRING 
ON 
THE 

MATH 




L<-t ihrjij roine singly OK in 
bullalions. \\ BA M content vou 
reckon iN audience share against 
t ornneiiiive M on I joiner y radio 
lafions -injzly 01 combination wise. 

NX nli ;i roriMsirm 31'/.*, \\ BAM 
lias approximately T11KKF T1MKS 
ihe audience of il^ nearer compeliior. 

I lie rornbinrd audience share of 
M L 1 1 1 K KK neiwork stations in 
Moni<;on]<rv is sliuhllv FKSS ihan 
W H AM's alone. 

*Pt l>K, Mav. \~>6. (.all Kadio-TV 
l{ep^. New X ork, ( 'liieafio, or 
Ira I rslii- Collect 6-2921 in 
Birmingham. 



plug \lka->ellzer for relief of colds 
uuring the cold leather, and stresses 
such other uses of the product as head- 
ache and acid indigestion relief during 
other times of the year. 

\ graphic example of the effectne- 
ness of seasonal ad\ertisiii£r themes is 
the ston of the lotion, which increased 
its penetration from b* to I4 r r by 
switching from an all-purpose to a 
winter-chap skin ston in its commer- 
cials. 

1 1) I ("an the national advertiser 
c (lord to va n the presentation ele- 
ments in his commercials to conform 
to the* season? Again, the impor- 
tance of being timely cannot be over 
stressed. It's vital for clients to re- 
member at this time that, on the aver- 
age. the\ spend 4'v or less of their 
total t\ budget on t heir tv time de- 
\oted to actual selling. They may de- 
rhe startling sales results by slotting 
one or two extra and specially pro- 
Christmas selling into their $100,000- 
a-week show. The investment is dis- 
proportionately low, vet the sales 
effect i\ eness is immeasurable. ( Of 
course, this is a rule of thumb that's 
applicable mainly to products with 
some gift implication, be it in their use 
or packaging. I 

\s it is. advertisers who achieve a 
big chunk of their total sales as a re- 
sult of Christmas gh ing (such as elec- 
tric* sha\ers and cameras, for example) 
already do tend to make special com- 
mercials to enhance gift buying. But 
the seasonal aspect applies to a less 
ob\ ions extent to other aehcrtisers as 
well. Where the product may not be 
suitably a gift product, its general use 
can be stepped up or the time of buy- 
ing I lit* product speeded up bv a recog- 
nition of the* seasonal mood on the 
part of the aeh erlisei . 

The sponsor with a whole show at 
his disposal and with a wide product 
line*, as is most customary today among 
single* show sponsors, can look to the 
ononhiii and closing bill! >oa rds for 
help. For example, a food line* that 
may wish to feature such items as 
mincemeat, cranberry sauce, eggnogs. 
canned pumpkin or holida\ ice cream 
specials can mention these along with 
its largei \olnme items without ha\ing 
to film a whole* series of extra com- 
mercials to accommodate these season- 
ident ified products. 

( )n another \c\ e*h the "faniih of 



product?" advantage can he carried to 
a profitable conclusion. An appliance 
advertiser might temporarily shift the 
whole emphasis of his television effort 
from the high-priced one-shot pur- 
( bases to medium or lower-priced 
items that sell well as gifts. 

5. The star gets sick: While it 
doesn't happen too often, it's a costb 
problem whenever it does crop up. 
\nd the most frustrating aspect of it is 
the fact that there's very little the 
asenc\ or client can do to forestall the 
inevitable* emergency. 

Tv talent costs are too high for one- 
ihots particularly to make the employ- 
ment of understudies practicable. Fur- 
thermore, in some instances the script 
rna\ be so thorouuhh written around 
the talent, that it wouldn't be feasible 
to merely throw in substitute talent. 
Therefore the star getting sick might 
mean an entirely new show from script 
to production. In the case of any name 
talent, w hether it's to be used in a vari- 
ety show or drama, the publicity is 
gcneralh built around the name. So 
extra expense is incurred through need 
to publicize the replacement. 

''All one can do is to hire the best 
substitute available when necessary, 
says Lennen & Newelfs radio-tv direc- 
tor, Nick Keasely. "And hope for the 
best if you don't have a spare kine.' 

The single most effective protection 
against such an emergency is to work 
sufficiently ahead that a show planned 
for the future can be substituted for 
the one that's announced. However, 
this system is not foolproof, because 
the stars for the series are likely to 
have conflicting commitments that 
make it impossible for them to alter 
their schedules, when it s the case of a 
live show . 

It's easier to safeguard commercials 
against the announcer s or model's 
sickness b\ hiring understudies. Since 
the* client iine*sts so many thousands 
of dollars in the* vehicle for his com- 
mercials, it generally makes sense to 
spend a feasible additional sum to in- 
sure good commercials by Inning al- 



ternate announcers on ea 

For shows, the problem, while not 
insoluble 1 , is a less easily adjusted one. 
The* main thiim the ai*enc\ can do is 
to keep an extra kine of film install- 
ment on hand and rerun it in such an 
< nier»enc\ . * * * 
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An Open Letter to the TV Industry 



Florida's First Television Station 




0 0 




Congratulations Miami! 

WTVJ is pleased to join with the people of Miami in welcoming WCKT 
and Mr. Niles Trammell to our town... the Nation's fastest growing 
city and one of the country's largest TV markets 

V/e congratulate Miami on obtaining this new television service. The 
efforts of WCKT, in combination with our own and the other stations in 
the area, will result in an even finer service to the public. As it always 
has, competition will mean increased benefits for the people who watch 
at home ... the viewers who are so essential to all of us in television. 

Since March 21, 1949, WTVJ has endeavored to provide the viewers of 
south Florida with a balanced program fare which would combine all of 
the elements of good television practices ... outstanding programs, 
including local live programs, network and film - standard commercial 
service to local, regional, network and national advertisers - and 
public service programs and efforts which would reflect and advance 
the civic, cultural and charitable life of our community. V/e have 
made it our responsibility to serve south Florida with outstanding 
local live public service shows in class "A" time. V/e welcome WCKT's 
participation in these endeavors. 

The national recognition that WTVJ has received in winning the Alfred 
P. Sloan Highway Safety Award in 1953 and 1955, the Radio-Television 
News Director's Gold Trophy Award in 1952 and 1953, the Headliner's 
Award for Outstanding Local News in 1956, and other equally important 
citations is striking evidence of the progress of Miami television. 
We know that WCKT will similarly enhance Miami's reputation as an 
important television center. 

During the past seven years, local civic, charitable and cultural 
agencies have received in excess of SI, 500, 000 in public service time 
given proudly by WTVJ for programs, spots and participating announcements 
through which these agencies have done a magnificent job in stimulating 
public support for their programs. With the cooperative efforts of 
WCKT now available, we know that television will become an even greater 
force towards guiding Miami ever closer to its ultimate destiny. 

Television's future shines brightly before us all. We have every 
confidence that the people of south Florida will rightly receive nothing 
but the finest service in the years ahead both from WTVJ and WCKT. 




Mitchell Wolfson 
WTVJ President 




I.OOO FT TOWER-100,000 WATTS POWER 
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WHERE DOES GARCIA 
GET HIS DINERO? 

From a recent survey of the three 
major Service Industries in the 
Phoenix area 'Ari- 
zona Public Service 
Maricopa County, 
jnd the City of 
Phoenix j we 
found — 





Percentage of Spanish-speaking 
employees to total employees 
Total yearly payroll of 
Spanish -speaking employees 
Total weekly salaries of 
Sp mish-speaking employees 
Average individual weekly 
sahry of Spanish speaking 
employees 



10.6% 
$2,095,896.00 
$40,305 69 

$63.87 



il'irfl details of survey on request) 

( ..! i i ;i solM cltlZiii u " i h a dejM*iii);ib!(.* weekly 
; .i 1 . <■ hm'1( In the a^'ii! cir.'iii . he inifr>hers K.VOOIl 
S( ,i!;ish \iiteric;ii'N a M/< ;,hl ■ I'HOI IT.YBl.K 

in i ki t ( >t v u ' 

TKI.L IT TO GAMMA' ShU, IT TO (iARCTA! 
Ke 'v i htm in his "Uti nulne lun^uuK^. over KIFN — 
<%• ii i ,il Ar lz«ni,i" s tutly full time Spaniel language 
slai It'll 

ASK THESE YANQUIS HOW KIFN SELLS! 
NATIONAL TIME SALES HARLAN C. OAKES 
New York Los Angeles 




860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



ADVERTISERS' INDEX 



lowest 
cost-per-thousand 



in 



Columbus, Ohio 



l/WKO 



cost-per-1000 
is 49% lower 
than closest rival 



llWKO 




delivers 5.4 
average between 
8 am and 5 pm 

Pulse: Dec. -Jan. '56 



IIWKO 

Columbus, Ohio 

Dm th# slidt-rule 
and call Forjoa 



Affiliated Stations 
ADC Film 

liroadcast Music Im 
CHS lladio Xdwork 
CHK-TV Film 
Mid-Continent Group 
NHC Spot Sales 

Peters, Griflin & Woodward, Inc. 

ION. 111. 112. 

Pulse, lne. 
Sana 

St( rer Broadcasting 
Tulsa Broadcasting 
Ziv 

CKI.W. Detroit 

1CAPJC, TV. Little Rock 
K 1 5T< ?-TV, Los Angeles 
KRLO, Sioux Falls 
KKR(1, Ku^elie 
K FAB, Omaha 
KFMfj-TV, San Diego 
KGB, S;m Diego 
KIFN. Phoenix 
KLFB. Salt Pake City 
KMBC-TV, Kansas City 
KMJ-TV, Fresno 
K( lAT-TV. AlhuMUerque 
KolL, Omaha 
KOIX-TV, Portland 
KPIX. San Francisco 
KPQ, WVnatchee 
K PRC-TV. HousK.n 
KRTZ, Phoenix 
KltOD, K\ Paso 
KUOX-TV, San Francisco 
KSYD-TV, Wichita Falls 
KVAB-TV, Eugene 
KVOO, Tulsa 
KVVK, St. Bonis 
KWKII. Shreveport 

WAFD-TV, Baton Rouge 
WAGA-TV, Atlanta 
WAVK, Bonisville 
WBA M, Montgomery 
WBAV-TV, Green Bay 
VVB1R-TV, Kncxville 
WBXS, Columbus, Ohio 
WP.XS-TV, Columbus, Ohio 
WBRZ-TV, Baton Rouge 
WBT, Charlotte 
\VP>PF-TV, Buffalo . 
VVBZ-TV, Boston 
Wt'IJS-TV, New Vork 
WCCO-TV, Minneapolis 
Vv r CT T F, Akron 
WDB.J-TV, Roanoke 
WFHT-TV, Henderson 
WFAA, Dallas 
WFIL, Philadelphia 
WFMY-TV, Greensboro, X. C. 
\V(;X-TV, Chicago 
W1IAS-TV, Louisville 
Willi, Kansas City 
WI1L1, Hempstead, N. Y. 
\VlB(i, Philadelphia 
W1BVV, Topeka 
W1LS, Lansing 
WITH. Baltimore 
WJAC-TV. Johnstewn 
W.J BK-W.JBK-TV, Detroit 
W.J TV, Jackson, Miss. 
WKY TV, Oklahoma City 
WKZO. Kalamazoo 
W LI !T. Jackson, Miss. 
W.MT. Cedar Rapids 
WXAX, Yankton 
WMT, Greenville, X C. 
WOW-TV, Omaha 
WPFN. Philadelphia 
WPTZ-TV. PlattsburgJi 
Will i L-T V, Columbus, (la. 
WKC, Washington, D. C. 
WIIKX-TV, Bockf( rd 
WBGP, Chattanooga 
W K( >K, Rock l ord 
WS.JS-TV, Winston-Salem 
WSM-TV. Nashville 
WSOK, Nashville 
WSJW, Spartanburg, S. C 
\VSJM)-TV, Toledo 
WTAK-TV, Norfolk 
WTVJ, Miami 
WVJs'O, Colnnilms, Ohio 
W W DO. Washington, D. O. 
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RAPIDLY EXPANDING IN 
THE PACIFIC NORTHWEST 

The Eugene, Lane 

County area has grown 
into the LARGEST WEST 

COAST MARKET between 

San Francisco and 

Portland. 

It f s 2nd in OREGON 
and 5th in the entire 
PACIFIC NORTHWEST, 
with a QUARTER BILLION 
DOLLAR BUYING POWER,* 

It f s yours with KERG. 




*SM f 56 



C t&S KadtO 

5.000 WATrS-f280KC 



[AIM 



EUGENE. OREGON 

tVAA/r MORE FA CrS ? 

-COAtrACr W£ED 6 CO. 



Jhippv vacation. 

Don't forget your portable. 



WMT 

Eastern Iowa's 52 weeb wiih-pay station 
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A 



Peach 



of a Market 



m 



ItV50 TH * ii 
the Nation 

Population 
1,780,500** 

Families 
457,700*** 

Total TV Sets 
286,765*** 



* CBS REPORT TO FCC 1955 
** SALES MANAGEMENT 1955 
*** RETMA MAY 1, 1956 





WSPA-TV 
BLANKETS THE 
CAROLINA PEACH BELT 

(Spartanburg County alone 
ships more peaches than the 
entire state of Georgia.) 

This "Peach of a Market" has 
industrial payrolls of $973 
Million; a farm income of 
$247 Million; Spendable in- 
come totals nearly $2 Billion. 

THIS MAKES 

WSPA-TV 
A MUST BUY 
IN THE CAROLINAS 



c h n n n el 



WSPA 

AM-FM-TV 

SPARTAN RADIOCASTING CO 

WALTER J. BROWN 

Pres. 



WSPA 

TV 




SPflRTflnBUKC.SC 



NATIONAL REPRESENTATIVES 

Geo. P. 

Hollingbery Co. 
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WERE's Bill Randle ready for conventions 

\\ KKK radio is olTeriii" its Clove- 
hind listeners three-wax tx coverage of 
the national political conx entions. Rx 
using three R(. \ "Personal t\ receix- 
rr> sinmltaneonslx . \\ KH 1*1 personali- 
ties Bill Handle." lMiil McLean. Carl 
Rccm\ Jerrx Row man. Walt llenrich 
and Tom Kd wards lia\e the three 
major net w ork^ tuned in foi "eyewit- 
ness" reports. Kaeh of tin* six tells his 
listeners whats happening at the con- 
xention as he sees it happen. 

America lis aw a\ from home ha\ e 
heen keeping up with the latest eon- 



What Are Pittsburgh's 
Working Hours? 




' 1 W- 








i mm 

b d 



ASK YOUR COLONEL 

Faclory shifls, office hour**., and 
school hours an 1 just a feu of the 
facts your Colonel ha* assembled 
for Pittsburgh . . . and for 23 other 
markets he represents. 



TELEVISION SALES 




\ention news bx tuning in to interna- 
tional short \\a\e station \\ Rl L. 
\\ e^timzhouse Llect ric I nternational 
and Pan \merican World \irwax- are 
co-sponsoring \\ Rl L's convention cov- 
erage in Knglish. Spanish language 
digests of convention news are beimi 
sj)onsoi ed h\ Philco International, 

** *• •* 

When WCKT (In). Miami, took 
to the air last month The Miami Herald 
devoted a special 12 page section to 
the station. Front page of the fc "spe- 
cial featured a recap of the career of 
\iles Trammell. president of the Ris- 
ca\ ne Telex ision Corp.. »oin« hack to 
his earh daxs in radio. *' \t 61. sa\s 
the Herald' s t\ -radio editor Jack \n- 
derson. "when the axerage mans plan 
for the golden x ea i s is small ^cale 
chicken farming or a marathon of fish- 
ing. Trammell is mereh -li i fting into 
the second gear of his career." 




FIGHT 
CANCER 




Dupre (c) winds up WEBB Cancer Fund Drive 

Hill I)npr<% disk jockex at \\ KRR. 
Raltiniore. presented Donald ll.RIaden, 
executixe director of the Manland l)i- 
vision of the Ninerican Cancer Societx. 
with receipts of the recent \\ ERR 
drive. Campaign was part of a four- 
wax promotion run l>\ the station. 
\\ ERR receixes free* records for plug- 
ging particular songs. Records were 
used as premiums h\ Ouaker Oats 
w li it'll dist ri l)ii ted them to purchasers 
who contributed to the Cancer Fund, 
i Sec sponsor 11 June 1 956 I At the 
left is \\ ERRs "eneral manager. Rent- 
le\ \. Steelier. 



WLW will reactivate its prod net - 
t( still" organization that has heen 
dornuint for the past few xears. 
Called the Consumer Foundation it 
relies on sexeral hundred listeners and 
their families who te^t products slated 
to be advertised on W L\\ . Commer- 



cials a re accepted onlv if a certain 
percentage of the testers recommend 
the product and agree with ad\ertised 
claims. Rejux enation of the Consumer 
Foundation is in line with the thinking 
of Crosle\ s nexvlx appointed v. p. in 
charge of programing. Al Bland, lie 
feels that it w ill help bring listeners 
into a closer association w ith the 
station. 






1 4?iL 




Mr. 



Magoo flying high in Rheingold display 



An original cartoon character and 
four inidividual stor\ hoards w ill he 
designed and de\ eloped by LP A Pic- 
tures Inc.. New York, for the produc- 
tion of a serie- of new 60-second Olds- 
mobile television spots. The campaign 
is being handled In the I). P. Brother 
\genc\ . 

\nother I PA creation, the near- 
sighted Mr. Magoo. is going to work 
for Rheingold Beer on the retail le\el 
as the star of some very colorful point- 
of-sale promotion pieces (see abo\el. 
Magoo's sponsors have also pictured 
Magoo on the side of their six-pak 
carton. 

* * * 

Production will start this fall on 
the first Tarzan film series for televi- 
sion. Filming will take place at the 
studios of California National Produc- 
tions. Inc. in llolhwood. The series of 
IV) halfdiour programs w ill be avail- 
able for distribution in Januar\ 1957. 

Correction : Tlie call letters for 
KAON.. St. 1 .ouis. were incornvtlv 

gixen in Round-up for 6 August. * * * 

* # * 

COMPARACRAPH NOTES 

[Continued from page 76) 

Toni Co., North. Tatham-Lalrd : CHS. alt M 8:30- 
9 pm: alt \V Jf-S:3ll pi; Tli 10 I .V 10:30 am, 
Tli 3:30 15 pm ; alt Tli 10-10:30 pm: NHC. 
all Sat X 9 pin: Sal 9 9.30 pm ; NBC, alt 
Hat 7 TO s pin; Nmth .NHC. all M <:30 9 pm 
U.S. Steel. HHDO: CHS, nit W 10 11 pm 
Warner-Lambert. K\K: NHC. all Sat 10:30 11 
pm 

Welch Grape Juice. DCSS- ARC, T 5:15-5:30 pm 
Wesson Oil. Fitzgerald: CBS, Tn 12 12:15 pm; alt 

Tu 3:30 4 pm 
Westlnohouse, McK: CHS. M 10 II pm : K McL- 

O CHS W 7 30 s pm 
Whitehall Pharm , Hal*8 : CHS. M XV F 6 :45-7 

pm & 7 15 7 30 pin; Tu 7 :30 8 pm; NHC. 

alt Sal 9:30 10 pm 
White Owl, Y\U NHC, Sun 10 30 11 pm 
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OLD PROBLEM... NEW APPROACH! 



For the first time, a dynamic, forthright, editorial 
stand has been taken by a San Francisco television 
station. KPIX's unique concept of community 
responsibility was stressed again in its provocative, 
three-part series . . . 

"DECISION OR DILEMMA 

—THE FACTS ABOUT RAPID TRANSIT" 

This incisive television editorial, explaining the 
massive, $750,000 Bay Area Rapid Transit Com- 
mission Report, was the result of months of exten- 
sive research and preparation by KPIX staff mem- 
bers. Dramatically presented in simple terms, "De- 
cision or Dilemma" enjoyed prime station time, 
Thursday nights at 10:30. 

Designed to stimulate public and legislative ac- 
tion, "Decision or Dilemma" is credited by many 
leading citizens with playing an important part in 
bringing this pressing problerti nearer to solution. 

Here is public service programming at its in- 
fluential best. Public service programming that 
serves an immediate community purpose. 

Like all WBC stations, KPIX is convinced that 
the station serving its community best, serves its 
advertisers best. That's another reason why . . . 




Script Writer Carol Levene, Cameroman Leo Diner, ond Pilot 
Bruce Wolters take off for Bay Areo oerial survey. Thousands 
of feet of film were shot and edited during the months of 
"Decision or Dilemma" preporotion. 



in San Francisco, No Selling Campaign is Complete without the WBC Station 




CHANNEL 




CBS 



WESTINGHOUSE BROADCASTING COMPANY, INC 




RADIO 
BOSTON "WBZ-fWBZA 
PITTSBURGH — K DK A 
CLEVELAND KYW 
FORT WAYNE WOWO 
PORTLAND— KEX 



TELEVISION 
BOSTON -W BZ-TV 
PITTSBURGH — KDKA-TV 
CLEVELAND KYW-TV 
SAN FRANCISCO KPIX 
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Co hi in bus, Georgia 



. . . a Billion dollar 
TV market with 
a population of 

991,900 




★ * 



* E. B. I. ** 1956 Survey of B. P. 



CALL HOLLINGBERY CO. 




Hohvvt I£. f.ii.sK*. president of Benton & Boicles, 
Inc. has been elected the agency's chief executive 
officer by the hoard of directors. At the same time 
it was announced that Atherton IC . Ilobler will 
continue as chairman of the executive committee 
and William R. Baker will remain chairman of the 
board. Lush explained that the purpose of the 
move was to streamline the management Junction 
of the agency so that its hey executives can devote 
more time to the creative and marketing problems 
of B & B clients. Except for a brief period, Lush 
has been with B & B since 1933. He has worked on 
all accounts served by the agency. 

Wendell If. Campbell* has been named 
national sales manager of General Teleradio's owned 
and operated radio and television pro]>erties. (lamp- 
bell will coordinate national sj>ot sales activities 
for the General Teferadio properties and will work 
closely with II -R and \da\n Young, representatives 
of the Oneral Teleradio stations* in co-ordinating 
national sales, lie will headquarter at 1110 Broad- 
way, A.)X. Campbell was previously v.j>. in charge 
of radio sj>ot safes for CBS, and prior to that was 
v.p. in charge of station administration, lie was 
associated with CBS for eighteen years. 



HiWuief J. fto<'/i<*. until recently head of the 
promotion and advertising services division of Lever 
Brothers, now holds the position of general manager 
of the corporate advertising services division, It 
is one of two newly-created units designed to pro- 
vide greater specialization in the com] any s 
advertising activities. Roche has been with Lever 
Brothers since 1920 and for more than a quarter 
century has held executive ]>ositions in its advertising 
department , The new division which he directs will 
develop policies and procedures covering ad agency 
relationships as well as ad work in the company. 



C. .f. "C/u-f " l.a Itoeho revealed that his 
agenc\ has negotiated with \ BC for a new 
quiz show to be sponsored this fall by Revlon. 
Titled The MoM Beautiful Girl in I he World, 
La Roche believes it is the only agency-created 
show so far scheduled for the coming season. Top 
prize ui/f be a quarter of a million dollars. Speaking 
of the creation of the program by the La Roche 
staff. Hank Boovaem, i\p. in charge of radio X' ti\ 
observed that %i it was possible for La Roche to 
develop a show at the agency ideally suited 
for the sponsor* a needs in a way that a network or 
independent producer could not,'* 
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little Rock's POWER PACK ME. . . 



m 
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POWER PREFERENCE • POWER PROGRAMMING • POWER FACILITIES 



Power Preference 

Across the board, Little Rock viewers 

choose KARK-TV- 

ARB Survey, June 1 956-KARK-TV has 
7 af the tap 12 nighttime shaws select- 
ed by Little Rack viewers— 

1. Highwoy Potrol— KARK-TV* 

2. Your Hit Porode— KARK-TV 

3. $64,000 Question-Stotion B 

4. Perry Como Show— KARK-TV 

5. You Bet Your Life-KARK-TV 

6. I've Got o Secret— Station B 

7. Bodge 714-Station C 

8. $64,000 Chollenge— Station B 

9. Lux Video Theotre— KARK-TV 

10. Ed Sullivon Show— Stotion B 

11. George Gobel Show-KARKTV 

12. This Is Your Life-KARK TV 

* Shawn during same time period an 
KARK-TV and station C. Combined 
rating scares first place. Breakdown: 
KARK-TV, 26.9; Station C, 19.1. 

5 of the Top 5 Multiweekly Shows — 

Network and lacal, KARK-TV viewers 
vated far Channel 4 programming — 
sweeping the first five places with — 

1. I Morried Joon— 3:00 p.m. Mon. thru 
Fri. 

2. News Finol— 10:00 p.m. Sun thru Sot. 

3. Queen for a Day— 2:00 p.m. Mon. 
thru Fri. 

4. Tennessee Ernie Ford Show — 12:30 
p.m. Mon. thru Fri. 

5. Evening News & Weother— 6:00 p.m. 
Mon. thru Fri. 

Mojor Shore of Nighttime Audience — 

Fram 6:00 ta 10:00 p.m. KARK-TV cap- 
tures the largest overall share af Little 
Rack viewers. 62 quarter-haur firsts af 
1 19 quarter-haurs per week— the largest 
audience in Little Rack. 

Power Preference— Power Programming— 
Power Focilities ... the KARK-TV Power 
Pockage meons Soles Power in Arkonsos. 

Represented by 



Edward Petry & Co., Inc. 

WW TOtK • CHICAGO • ATIANTA • MTtOU • MH AMGCItS • IAN MAMCItCO • SI IOUIS 



Power Programming 

Network and local, quality program- 
ming is increasing the already proven 
Pulse audience lead of KARK-TV — 

NBC Television — Pragramming vated 
best by Little Rack viewers in the June 
1956 ARB survey ... and KARK-TV 
reperesents NBC's anly exclusive outlet 
in the entire state. 

Top Roted Locol Programming— Special- 
ized lacal pragramming far everyone— 
fram Pat's Party far the children ta 
News Final, the program 1 0:00 p.m. 
viewers vated in the tap Multi-Weekly 
programs in Little Rack. 



Power Facilities 

KARK-TV facilities complete the power 
package in programming and pref- 
erence — 

Higher Tower-Moximum Power— KARK- 
TV's new tawer-pawer package delivers 
yaur message ta almost all af Arkansas. 

Operoting on Moximum Power— 100,000 
wotts. 

Full network color focilities. 
One of the Tallest Towers in the Notion 
—1,693 feet obove overoge terroin, 
— 1,175 feet obove ground. 



Little Rock Plus 44-County Coverage . . . 

Now your sales message to thousands of new viewers . . . the 
facts inside the 100 mv m contour — 




Counties 
Papulation 
Households 
Spend. Inc. 
Retail Sales 



KARK-TV Coveroge 

44 

1,028,300 
289,150 



State Total 

75 

1,785,000 
503,060 



$1,094,231,000 $1,876,635,000 
805,057,000 1,399,436,000 



Grass Farm Inc. 284,375,000 592,572,000 

(Source: '56 SRDS Estimates of 
Consumer Markets) 




CHANNEL 4 NBC Affiliate 
Little Rock, Arkansas 
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(>n i he (nciiMon of WlBW's 30th anniversary, we made a 
Mir\e\ and came up with some Mauling findings. Only a 
handful of old timeis art familiar enough with basic radio 
facts to judge the effectiveness of a station's coverage and 
audience. 



Because distorted "salesmanship" and half truths have 
jeopardized the foundation upon which radio has been 
built, we are reproducing TWO BASICS OF RADIO 
COVERAGE that will help guide \onr selection of any 
l .S. station. Study them. Use them. They're fundamentals. 




Down To Earth 

1 he better the ground conductivity, the better any 
station's signal. The first step in evaluating a station's 
coverage is to locate it on this map. Note that WIBW 
is favored with the nation's highest ranking ground 
conductivity. This means that people living in four 
states can hear WIBW clearly, easily. And it's this 
same, wonderful soil that accounts for the rich Kansas 
farm land and the wealth of die farm families that 
make up the majority of \VIB\\ T, s steady listeners. 



Power Is Not Enough 

I he higher a station's frequency, the smaller its cov- 
erage. High power and high frequency cancel each 
othei out. l or example, let\s check WIBW on this 
table. Our 5,000 watts on 580 kc, with excellent 
mound comlm tivity delivers a soc kine DAYTIME 
half -millivolt signal in every direction for 200 miles. 
No wonder the old timers use WIBW so consistently. 

They're getting RESULTS because they're getting 
maximum (oveiage at minimum cost. Isn't this some- 
thing that yon too should consider? 



APFPOXl'^ATE RACK'S OF HA.LF-5CLLI V3L? CoMCLR - LAYTI«E 
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For free 8x10 copies of the above charts, call your Capper Man 
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OUR 
30th 
YEAR 



TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

WIBW & WIBW-TV in Topeko 
KCKN in Kansas City 
Rep. Capper Publications, Inc. 
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New $ peak 
in spot radio 



"Isolation in 
spot tv pitch 



Chicago color 
tv sponsors up 



Sears tests for 
color tv sets 



NBC gets new 
nighttime profile 



Who pays 
star's annuity? 



( Continued from \uaje 2) 

Spot radio sales reached a record high in dollar volume the firs t 
six months of 1956, according to an intra-organizat ion report of the 
Station Representatives Association. Spot total for first half of 
this year was $65, 647 , 000, or 2.7% over the previous six-months peak 
record, $63,918,720, established in 1953. Latter statistics were 
computed on a seasonal basis from the full year 1 s FCC report of 
$129,600,000. Price Waterhouse compiles the SRA statistics. 

-SR- 

Are tv stations in smaller markets doing a good job of keeping 
nat ional spot b uy ers app r ised about their local situations ? Here's 
a highly sign if icant view on the small market dilemma that SPONSOR 
obtained from the tv-radio director for one of the top soap companies . 
He thought too much stress was being put on total sets by many smaller 
markets. Location of the market is often more import ant. It can be 
a no "name" market with but a moderate number of sets, but its 
isolation from competitive coverage can be so pronounced as to make 
it an attractive buy for a national distributor. 

-SR- 

Color tv has caught on substant ially with Chicago advertisers . Four 
of them are using it regularly over WNBQ . They are: Goldblatt ' s 
de partment s t ore , Santa Fe , Armour and Squirt Beverages . 

-SR- 

Considered by Chicago agencymen as good s ignpost to Chicago viewers ' 
disposition toward color tv is Sears Roebuck 1 s current bid for color 
set sales. Sears has just bolstered its introduction of $595 color 
set in Chicago area with saturation campaign of 35-40 s pot s weekly 
for 3-week period over WNBQ, NBC's all-color outlet. 

\ -SR- 

Maj or last-minute program changes at NBC TV leave only Wednesday and 
Thursday night schedule unaffected. New shows include Most Beautiful 
Girl in the World Monday 9-9:30 p.m. and Noah's Ark Tuesday 8:30-9 
p.m. Network also adds Break the Bank Tuesday night at 10:30. Latter 
show with upped $250,000 jackpot moves over from ABC. New in-network 
switches bring Big Surprise to Tuesday night at 8 and People Are Funny 
to 7:30 p.m. Saturday spot. Innovation is provided by Chevy Hour 
with split scheduling. The Bob Hope-Dinah Shore series will get two 
showings a month, at 9-10 p.m. on Fridays and 9-10 p.m. on Sundays. 

-SR- 

Here's a stickler the program gentry on Madison avenue expects to be 
answered by House Ant i -Trust Commit tee ' s probe of network-advert iser 
r elations in New York this November: Who actually absorbs the obliga- 
tions for name talent — and producers — the networks have under lon g 
term contra ct when these people are not working? Does the network 
write it off as a cost of doing business, or is it passed on as a 
hidden item to the sponsors of ot h er NBC created and controlled shows? 
Point of this query was sharpened by fact Committee has asked net- 
works to sumbit their contracts with advertisers. Some of the network 
talent commitments extend from 7 to 15 years . In several cases 
there's yet no indication where such long-term stars will fit in the 
network's 1956-57 program plans. 
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SPONSOR 
SPEAKS 




Dynamic change in Canada 

\ ineriea ns I and b\ that we mean 
citizens of the I nited Stales I are 
proud of the economic progress being 
made in this eonntn. \nolher group 
of Americans I and h\ that we mean 
citizens of the Dominion of Canada) 
are etpialh proud of the economic 
progress they arc making. Some of the 
highlights of this Canadian progress 
are delineated in sponsors 1950 sec- 
tion on Canadian radio and television. 
This section, for the first time, is heing 
printed in self-contained form and ac- 
companies this is^uc. 

W e urge I .S. ad\ (Miners who have 
not taken serious note of what's hap- 
pening north of the holder to look 
more eloselv. \- sponsor's special sec- 
tion points out. the rescml dunces be- 
tween Canada and the I .S. are strik- 
ing. Roth are increasing miiihtih in 
population, hoth are turning out in- 
creasing <|uantilies of goods, hoth are 
seeing a rising standard of hying 
among their people and < not least of 
alh hoth are undergoing dv mimic 



changes in the development of the two 
air media. 

To expound on the latter (a suhject 
close to our heart I : Canada has in four 
swift vears seen more than half of its 
homes equipped with t\ despite the 
fact, for instance, that more than half 
of its homes do not have an elect ric 
or gas stove. \t present 35 stations in 
33 markets cover 86 'r of all Canadian 
homes. 

Details on all these developments can 
ho found in sponsor's Canadian sec- 
tion. Fake a look at it. You ma\ want 
to get to know the Canadians hotter 

some da\. Thev are worth know ins. 

* # * 

Tv factfinding 

Out of the second meeting of the 
Vssocialion of Maximum Service Tele- 
casters ( \MST). held in Chicago in 
early August, has come the derision to 
lake immediate steps in helping de- 
* elop factual tv engineering standards 
that will assist the FCC to draw hasic 
conclusions. 

To prove they mean business, the 
97 AMST member stations (including 
three uhf s I have appropriated $100.- 
000 for a definitive signal stud) of 35 
markets using mohile measurement \ e- 
hides and other devices that will ac- 
cord with FCC standards. The first 
studies will he made in Portland. Ore- 
gone; New Orleans and Wilkes-IJarre. 
the markets in which WIST's present 
three uhf memher stations are located. 
The objective is to compare uhf with 
\hf in actual engineering results- -and 
to measure actual results against theo- 
retical expectations under assumed 
standards. 

WIST has reason to helieve that the 
FCC, far from considering their ac- 
tivity presumptuous, will welcome it. 
FCC commissioners and personnel 



have frequenth complained that thev 
are sc\erelv handicapped hy the lack 
of factual standards for television— 
that the) must often work in the dark. 
Limited hureau funds have not made 
their prohlem lighter. 

AMST will he heard from on impor- 
tant fronts. Their aims are forthright 
and thev are reared for action. Chair- 
man Jack Harris, vice president of 
KPKC-TY. Houston. Jack DcWitt. 
president of WSM-TY. Nashville, is 
chairman of the engineering commit- 
tee. Lawrence H. Rogers, vice presi- 
dent o f WSAZ-TV. Huntington, is 
<hairman of the puhlic relations com- 
mittee. 

To heeome an AMST memher. a sta- 
tion must he employing its maximum 
e.r.p. authorization for the benefit of 
the area it serves. 

* * * 

Man bites dog 

The> do things in a big wav down 
in Dallas. Even the man-bites-dog 
stories take on a certain scope. Con- 
sider the Crook Advertising \genc\ of 
Dallas. Instead of the usual crowded 
reception room. Crook has set up a spe- 
cial room for media representatives 
which is practical!) a home avvav from 
home. 

The rep room has city maps, direc- 
tories, telephone, transportation time 
tables, typewriter, stationery and other 
facilities. It even has a kneeling pad 
for client salaaming and a moaning 
wall for those who didn't get as much 
business as thev want. All this and free 
cokes for drowning trouble*. 

It sounds like a lot of fun and good 
business too. It's the smartest bmers. 
we've always observed, who go out of 
their wav to make life pleasant for 
salesmen who call on them. 



Applause 



Project information 

In recent \ears a revolution has <n 
i urred in \niorican business and in 
adv ertising particnla rlv . \\ c refer to 
the extent to w Inch business has 
learned to ha^c its decision- making on 
faets-iu-depth. 

Media and media salesmen have 
plaved an important part in helping to 
provide better and deeper fa<ts for ad- 
vertising decision- makers and in pat - 
tieulai the national representative*; of 
radio and telev i^ion Mat ions toda\ 



ha\e become one of the most impor- 
tant sources of data. 

The most dramatic example to come 
along lecentK of this expanded role of 
the represent at iv e is provided b\ Pe- 
ters, Criflin. Woodward's just unveiled 
"Project information" (see news storj 
this issue. p:igc 30). For cell market 
in which it represents a radio or televi- 
sion station. PCW has prepared a com- 
prehensive booklet which consolidates 
information from dozens of sources. 

Kach of the booklets is virtnallv a 



tour of the market it covers. It spans 
principal industries, historv of the mar- 
ket, weather and living conditions, 
sales figures, college enrollments. In 
addition to information on the sta- 
tions PGVT represents, the booklets list 
all competing stations in the market 
and information on local newspapers 
as well. 

Wo applaud this kind of contribu- 
tion and we hope that PCW's "Proj- 
ect Information* will stimulate similar 
projects in even facet of the air media. 
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Quarter hour firsts 



PULSE 



ARB 



wow 

TV 



290 



OTHER 
STATION 



Because Pulse 
lists average 
rating for 
each Mon.-Fri. 
daytime quar- 
ter hour, it 
reports less 
total quarter 
hours than ARB. 



TOP 


1 5 SHOWS ] 




WOW 
TV 


OTHER 1 
STATION 


PULSE 


11 


4 


ARB 


11 


4 



Hie New WOW - I V LUS J V ticket 
w ins hv a landslide! 

The Ma\ Pulse and June ARB agreed 

The votes are counted, and 
WOW-TV is No. I! 




fRANK P fOGARU 



»R10 I: BENE R 



fi I AIR TV 




KANSAS CITY 




w w 



PHOENIX 








RADIO 

81 0 kc. 




TV 

Channel 5 
S 



RADIO 

620 kc. 



TV 

Channel 8 




OMAHA 



RADIO 

91 0 kc. 




TV 

Channel 5 





l«pmiMid by K ATI AGENCY INC 



radio m 

590 kc. \ Channel 
^ CBS \ CBS 

JOHN BlAIR 1 CO ftLAIR TV. INC. 



MEREDITH T^adu W "7deviAio« STATIONS 

affiliated with Better Homes and Gardens and Successful Farming magazines 



I .ill i I !■ M ImH i i 




Greatest 




America! 



Baltimore supermarkets and corner groceries . . . Baltimore chains and 
independents . . . W-I-T-H delivers them all to you with the most powerful 
assortment of food promotions ever created by a radio station. Here's the 
"merchandising muscle" W-I-T-H will give your grocery product over a 
13-week period. 

W-I-T-II Foa t iiro Foods Merchandising Service. You get all this: 

1. A minimum of 60 store calls in high volume groceries, including 
point-of-purchase merchandising such as increasing shelf exposure, 
restocking shelves and installing displays for your product. 

2. A minimum of 20 special one-week displays. 

3. 20 days of Bargain liar promotions in chains and supermarkets, plus 
additional merchandising by demonstration, sampling, couponing, etc. 

4. Complete merchandising reports issued to you twice each 13 weeks. 

W-I-T-II Chain Store Food Plan, providing for dump, end-of-aisle and 
shelf extender displays in leading chain stores. 

W-I-T-II Weekly Merchandising Service with independent GA Stores. 

PLUS merchandising letters . . . PLUS trade paper advertising of your 
product . . . PLUS potent advertising material for your own salesmen's kits 
. . . PLUS personal supervision by head of W-I-T-H Merchandising Dept. 

Add W-I-T-H's low, low rates and W-I-T-H's complete coverage of Balti- 
more's 15-mile radius . . . and you've got the station that delivers the groceries! 



Buy 



Tom Tinsley 

President 

R. C. Embry 

Vice Pres. 
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National Representatives: Seleet Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Korjoe <\ Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 
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RADIO 



Buying and selling trends, 
programing, radio 
growth U detailed 
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For the first time! 

77m year, sponsor's annual 
coverage of the Canadian tv 
and radio scene is produced 
as a separate publication 
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TELEVISION 



Dimension- of video are 
described, client problems 
are analyzed 
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RADIO FACTS 



Data on home ownership, 
listening, set growth 
shown in chart* 
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TELEVISION FACTS 



Coverage of tv, up-to-date 
list of station- 
shown in chart* 



PAGE 14 



J 



J 




s - — . 



HERE'S WHY 



¥ 
¥ 



All-Cdnada represents 29 key radio 
stal ions. 

All-C anada represents 17 strategic 
Canadian television stations. 



¥ 

¥ 



All-Canada Programs distribute the 
finest packaged radio and television 
shows in Canada. 

All-Canada offers fast, authoritative 
coverage data and Canadian market 
information as a service to all clients. 




CHWK 

CFJC 

CKOV 

CKPG 

CJAT 

CKWX 

CJVI 

CFAC 

CJCA 

CFGP 

CJOC 

CHAT 

CFNB 

CHSJ 

CFCY 



Chilliwack 
Kamloops 
Kelowna 
Prince George 
Trail 

Vancouver 

Victoria 

Calgary 

Edmonton 

Grande Prairie 

Lethbridge 

Medicine Hat 

Fredericton 

Saint John 

Charlottetown 



CJON-TV St. John's, Nfld. 
CJCB-TV Sydney 
CHSJ-TV SaintJohn 
CFCY-TV Charlottetown 
CKWS-TV Kingston 
CHEX-TV Peterborough 
CHCH-TV Hamilton 
CFPL-TV London 




CKBI 

CKCK 

CKRC 

CJCS 

CKOC 

CKSO 

CFRB 

CFPL 

CKLW 

CFCF 

CHNS 

CJLS 

CJCB 

CJON 



Prince Albert 

Regina 

Winnipeg 

Stratford 

Hamilton 

Sudbury 

Toronto 

London 

Windsor 

Montreal 

Halifax 

Yarmouth 

Sydney 

St. John's 



CKLW-TV Windsor 

CKNX-TV Wingham 

CKSO-TV Sudbury 

CJIC-TV SaultSte, 
Marie 

CFPA-TV Port Arthur 
CKX-TV Brandon 
CKCK-TV Regina 
CHCT-TV Calgary 
CJOC-TV Lethbridge 
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900CHML 



HAMILTON, CANADA 

99% 

GREATER CIRCULATI ON 

than any other station 
in this area according 
to the latest 
Elliott-Haynes Circulation 
report 



900CHML 



HAMILTON, CANADA 

GREATER COVERAGE 

than any other station 
in this area according 

to the latest 
Bureau of Broadcast 
Measurement 
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HAMILTON, CANADA 



MORE AUDIENCE 



CHML leads in 
Elliott-Haynes Surveys: 
Day Time, Night Time 
Ca. Listenings, Out of Home, 
Early Morning and Area. 
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HAMILTON, CANADA 



REPRESENTATIVES 



CANADA 

Toronlo — 
Stephens & Towndrow Limited 

Montreal — 
Nolionot Broodcost Sates 

Vancouver — John R. Hunt Assoc. 

USA 

Conadion Stotion Representatives 
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*rnpuliitiiiii ( 1955) 1,066.000 
*Retail Sales (1955) $1,019,000,000 



**January-ApriI. 1956 t 1' 8.6^ 
Households ( MUM. 19561 297.600 
Total HUM ( 1956) 290.7 10 
{ )l f ' f of \lberta IIoiiM-hol<K are delivered by: 
CJCA . . . CF AC . . . CJOC . . . CHAT . . . CFGP 

lieprcscntatiti's . . . 

it. s. A. 

\\ Wil Co., i\e\\ ^ ork 

Canada 

Ml Canada Kadio Facilities Ltd. 
Toronto 



* Hurra h af Statistics ifur^i nf tin* l*rorutt % e of 

Ubrrtu 

* Ditmiuitm t)f C.mittilu Hurt tut i>f .Statistirs 
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Canadian standard of living ha* 
risen to new heights. To reach 
the Dominion's 3,867,000 wealthier 
radio homes, sponsors are riding an 
announcement wave on radio. t,\ 
for ti\ saturation has passed 
the half-way mark, 35 stations ate 
on the air but time is tight 
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MARKET— PAGE 6 




Latest facts on population trend-, 
spending, sa\ ing. production 



2 



RADIO — PAGE 8 



Buying and selling trends, program- 
ing, radio growth are detailed 
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TELEVISION — PAGE 10 



Dimensions of video are described, 
client problems are analyzed 
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RADIO BASICS— PAGE 12 



Data on home ownership, listening, 
set growth shown in charts 
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TELEVISION BASICS— PAGE 14 



Coverage of h\ tip-to-date list of 
stations shown in charts 




CANADtAN MARKET 



OIL \M> KEFIMNC 

Canada is becoming important source 
of oil. Picture below, which shows 
Imperial Oil's catalytic cracking plant 
in Montreal, symbolizes also the 
Dominion's growing industrial strength 




IT TV - '" Rfc, ¥ 



S I . LAW KKNCi; SKAW U 

» .anadian elect rie power \\ ill be upped by the 
development of >t. I .aw re nee Seaway. Artist's 
draw in" ^ho\s - main con -I ruction features of 
intermit ioiul -e< tinn above Cornwall. Ontario 




POPULATION: Baby Loom is sending Canadian population to new heights. Dominion j 
year census of population and agriculture, taken in June of this year, i- expected to shoj 
population of 16.000.0CO. about 2.000.000 abo\e 1951. Immigration is another factor in 



THE CANADIANS: TH 



SHARP RECOVER) FROM 1953-51 RECESSI()\ BR!.\GS 
HIGHEST ST AMUR!) OF LIVING M THE HISTORY OF THE 
DOMIiXIOVS 16,000,000 PEOPLE THIS YE tR 






bout 1.2C0.GG0 immigrants have entered Canada SUHl HBA!N (GROWTH: Investment in new residential construction is running at rate 
»f\\ar. Government projections indicate population about double that of earl) 1950V. Much of new construction i- in suburbs of large 
ween 20,C00.CC0 and 22.000.000 in about 15 years metropolitan areas. Some experts expect 1956 census will >how growth in urban cores 



EVER HAD IT SO GOOD 



I In clescr i l>5n<z; the Canadian market, 
the temptation to compare the Domin- 
ion to it? southern neighbor is trie- 
slslUde. 

And with aood reason. The two 
countries are as comparable a> any 
can he in this diverse world. Take a 
gander at some of the similarities. 

The) speak the same language, agree 
on the definition of democracy. Thev 
share a common border, outlook and 
a brace of radar bell*. Both countries 
are divided into romrhlv the same geo- 
graphic regions and the sun is over- 
head at the same time. Citizens of 
Montreal and New York rise and retire 
at the same absolute hour and ditto for 
Vancouver and Los Anaeles. 

Both countries are enjoying an un- 
precedented economic boom. Even 
their recent recessions ran almost par- 
allel in time. Their mothers are equal- 
ly fertile: their medicine is equally ef- 
fective. An increase in the proportion 
of people at both ends of the life span 
is taking place in both nations. 

The two countries are blessed with 
great natural resources, but both are 



primarih urban. Their families are 
getting richer, moving to the suburbs 
and consuming increasingly greater 
quantities of goods and ser\ ices. Their 
middle classes are ballooning in num- 
bers, buying automobiles, houses, ap- 
pliances at a healthy clip, shopping at 
huge suburban shopping centers dur- 
ing weekends and broiling steaks over 
charcoal on the patio. Their farmers, 
perhaps too efficient for their own 
good, are having trouble with prices. 

Let s zoom in and take a closer look 
at some of the Canadian marketing in- 
dicators. 

Last year Canada experienced a 
sharp recovery from the mild recession 
running from mid-1953 to mid-195 L 
On a Dominion-wide level, practically 
all the marketing indices were up 
gross national product, production, re- 
tail sales, spending. sa\ ing. wages. The 
overall consumer price index remained 
level, firm evidence that Canadians are 
better off than ever before. 

Cross national product leaped from 
?2L3 billion in L954 to 826.8 billion 
in 19.55. (S equals Canadian dollars). 



This followed a slight dip in G\P. 
which was $21.5 billion in 1953. Pro- 
duction in all major industrial groups 
was up last year with primary goods 
( farming, fishing, trapping, mining, 
forestry and public utilities) up most. 
Dollar income of every indu>lrv cate- 
gory was up. too. { Interest high 
enough, total labor income in farming, 
fishing and trapping was down.) 

Canadians spent more money in 
1955. Personal expenditure, which was 
S15.8 billion in 195 L rose to $16.9 bil- 
lion in 1955. As of 1 April 1950. the 
average wage of hourly -rated wage- 
earners in manufacturing was ?6I.oI. 
\\ hen prices are taken into account, 
the Canadian factory worker s wanes 
show* an increase of 22 r r from 1919 to 
1955. At this rate. Canadians will 
double their standard of li\ina in less 
than 30 \ ears. 

The 1956 census is expected to -how 
a population of around 16 million. 2 
million higher than 1951. By 1956 the 
number of people in the 20-2 1 age 
group will be 32 r ; higher than today. 
B\ 1970 it will be 62 r 7. * ★ ★ 
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Seleclhe audience approach in local radio programing U growing trend as tv disperse 
radio sets and personal listening gnms. \hove. Red Kobinson, d.j. of CJOR, \ ancouverV 
"Theme For Teens*' show before 2.000 teenager^ at windup of school cheerleader content 



CANADIAN RADIO ANNOUNCEMEP 



SATCI11TI0,\ CAMP HONS, I.\-A,\I).()IT IH YIAC, W El'.KFAD SIIOl'I'IW, DRIVES. DESI.l 



A 



U. S. radio man surve\ ing the 
Canadian radio scene these da\s would 
more likel \ than not l>e impelled to 
mutter: "This is where 1 came in/ 
This is hecause the reseinhlances be- 
tween the recent changes in radio on 
hotli sides of the border are nothing 
less than startling. 

The changes, of course, are due pri- 
marily to tv. In the I .S. the chronolo- 
gy of radio change went something like 
this: (1) introduction of l\ . <2) drop 
in night lime listening. ( 3 ) drop in 
nctw oik business, (D initial fright and 
loss of nerve on the pari of radio 
broadcasters. (5 ) day lime listening 
and business holds up. (6) growing of 
oul-ofdiome. oul-ofdi\ ing room and 
])ersonal lisl(Miing. j7) inl(Misi\e pro- 
molion of radio, ( !> ) redisco\ ei \ of 
radio on the part of ad\ ei liters. (V)) 



resurgence of spot radio ad\ erlising. 

The Canadian experience is not a 
carbon cop\ of these steps hut is pretty 
close. I here are differences growing 
out of network operation In the gov- 
ernment (Can a d i a n Broadcasting 
Corp.) and the tight t\ lime situation 
due to the CBCs one-lv-sUition-per- 
markel policy. And Can idian t\ satu- 
ration is still behind that of the I .S. 
so Canadian radio has not run the 
gamut of the steps aho\ e. Kxaelh 
where Canadian radio is at \h\< lime is 
detailed below : 



Radio dimensions : The bi-annual 
report of the Bureau of Broadcast 
Measurement ( Canada's broadcaster- 
ad\ erliser-auencv station circulation 
measurement group) put the number 
of radio hon es as of 1 Jannan lUoO 
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Rate changes 1946-1956 



:n ',•:.-].- 

MRS. R. ROWELL. 2W6 L PENDER ST., VANCOUVER 

WINS $ 5170 00 



I 




"Cho-av/av shows, long popular in Canada, continue to attract 
audiences. CHUB, ISanaimo. B.C.. "Trea§ure Che$t M winner is 
'4io\vn above. Station received 1,021.125 letters in 6 months 





Radio 

h ftfrt a c 


A U £k W itk #1 A * ♦ 

rtVcrafle C OS i 

of 1 minute 

• U t . HAM 


M Inute 


Year 


ii urn t > 

Index 


CIclSS M 

on all stns. 


cost 
index 




1946 


100 00 


$ 7.04 


10 


1947 


1 26.45 


$ 7.44 


105> 


1948 


1 29.63 


$ 7 74 


109 94 


1949 


146 67 


$ 7.90 


112 22 


1950 


147.90 


$ 8.12 


1 15 34 


1951 


152 42 


$ 8.73 


124.01 


1952 


155.99 


% 9.33 


132 53 


1953 


161.77 


$ 9 75 


138.49 


1954 


169 26 


$1004 


142 61 


1955 


171 93 


$10 30 


146 30 


1956 


175 09 


$10.70 


151 98 



Cost of Class **A M minutes, averaged for all 
radio stations was calculated by Broadcast Ad- 
vertising Bureau, shows cost has lagged behind 
10-year rise in radio home ownership in Canada 



*E THE TREND 



VE, characterize sponsor strategy 



i\el\*ork business is declining, especially 
at night. Among many shows still sponsored 
during day is Canadian-produced "Happy 
(rang.*' Clients include General Foods, 
Carnation Milk, Robin Hood Flour Mills 



at 3,867,660, or a saturation of 96.7%. 
Saturation is prett\ evenly spread over 
Canada with no province except New- 
foundland having a figure less than 
94' r . Newfoundland itself has a 
saturation of 90.1 ' >* . 

The 1954 HUM radio figure was 
3.727,000 or 96.4' < home ownership 
of radio. Canada is ohvioush satu- 
rated in the real sense of the term and 
has been for some lime. The differ- 
ences in home ownership between 
1954 and 1956 are not significant sta- 
listicalh . The\ sen e. however, to 
point up the fact that, as in the U.S., 
praetiealh every Canadian famil) that 
wants a radio has one. 

Mail) Canadians, of course, have 
more than one. Just about a million 
families had more than one house- 
hold radio and about 900.000 had at 



least one auto radio, according to the 
Dominion Bureau of Statistics esti- 
mates of September 1955. (Total 
households in September were 3.o72.- 
000.) The number of auto radios had 
gone up about 12 r < since September 
1954, but the number of multi-set 
homes remained about the same. 

Kadio set sales, however, indicate a 
growth in multi-set homes and an even 
greater growth in auto radio homes. 
Set sales in general ha\e been steadily 
rising. In 1954 total sot sales were 
4H7.000; last year thov were 610.000. 
During the first five months of this 
■ ear sales were substantially abo\ e the 
corresponding figure for 1955- -262,- 
000 as against 211,000 last year. 

Auto set sales in 1955 were almost 
double those of 1954 and during 
(Please turn to page 15) 
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CANADIAN TV: 



HOMES 52%; 



TIME TIGHT 



WHILE EM) OF OXE-STATIOX- 



I 



PER-M \RKET IS n SIGHT. 



t took Canada less* than four \ears 
to reach the 50 f { level of home owner- 
ship. It look the wealthier U.S. a little 
over four years to reach that level. 

Even taking into account that Cana- 
dians near the border eould tune in 
L.S. tv before the first Dominion video 
outlet took to the air (only 2 ( r did) 
the rise in t\ ownership is remarkable 
in a country where onlv a little more 
than half the homes have central heat- 
ing, where six out of 10 homes have 
no electric or gas stove, where half the 
homes have no vacuum cleaner and 
where three homes out of 10 have no 
telephone. 

The Canadian Broadcasting Corp. 
estimates tv ownership at 52[~c on 1 
July and figures that by 1 January 
1957 about 6Q f < of Canadian house- 
holds will have one or more video sets. 

At present 35 stations in 33 markets 
are on the air. Thev cover 86 Hr of 
Canadian households, which means 
that 60% of the homes which can re- 
ceive tv at present do so. The actual 
number of homes with tv sets, accord- 
ing to CBC was 2,040,000 as of 1 
July. 

With only two of the approved sta- 
tion's not yet on the air, however, Ca- 
nadian tv appears to be pausing slight- 
ly. Set sales this \ear are down. Sales 
to dealers for the first six months 
totaled 216,196 compared with 245,917 
during last year's first half. The Do- 
minion appears to be waiting for a 
change that would undoubtedly pro- 
vide a tremendous spurt to tv business 
- — the end of the government's one- 
station-per-markot policy. 



RELIEF A O T EXPECTED TILL \5« 



Sl;ilioiiH on air now lolal 3.^ 
in 33 market*. \t rijilit, tower 
of UUI-T\, Lellihriilpc. \It;i. 



Time shortage: The one-station-per- 
market policy is the most all-enibraeing 
fact of Canadian tv life. Tin* onlv ex- 
ceptions (and thc\ are reallv not ex- 
ceptions) are in two markets Toronto 
and Ottawa —where both English- and 
French-language stations air operating. 
4 he policy evolved out of the govern- 
ment's belief that the quickest wa\ to 
provide tv service to the Canadian peo- 
ple was to prevent private operators 
from rushing into the bisirest markets 
first and forget about the small ones. 
Jn earning out this polie\ tin* »ov- 
erninent-ou ned Canadian Broadcasting 
Cor])., to the chagrin of private broad- 
casters, staked out as its own domain 




m 





j 






U.S.-originalrr! "Dragnet," like many other shows from south of 
border, is popular in Canada. Most of top-rated shows come from 
U.S. Sviuliealed shows like "Highway Patrol/' eenter (Ziv- 



produced, distributed by Mi-Canada) find easier clearances in 
non-connected markets. Film processing facilities are improving 
in Canada. At right, S. W. Calcic ell*^ new animation stand 



six large Canadian markets Mon- 
treal, Toronto, Vancouver, Winnipeg, 
Ottawa and Halifax. Except for the 
latter, these are the largest cities in 
Canada. Consequently, there arc. in- 
cluding the two French-speaking sta- 
tions, eight CBC outlets on the air. the 
other 27 being private. The CBC sta- 
tions covered, as of 1 Januan 1956. 
1,126,000 tv homes. 

Private broadcasters not only main- 
tain that they could supply tv service 
just as fast as the CBC hut point out 
that the government's policy squelches 
program competition and puts an ab- 
solute ceiling on the amount of tv ad- 
vertising that can be accomodated. 

The entire Canadian broadcasting 
picture is now being studied by a Royal 
(Fowler) Commission. This group is 
expected to make its report next )ear. 
The belief is widespread that the Fowl- 
er Commission will recommend an end 
to the one-station-per-market policy. 
E\en if it does so, however, restrictions 
on tv advertising will probably not be 
effectively removed until 1958. 

So until then, advertisers and agen- 
cies will have to struggle along with 
a tv economy of scarcit) . Prime net- 
work and announcement slots are al- 
most impossible to find, so far as new 
advertisers are concerned, especially on 
the interconnected stations, now con- 
fined to Ontario and Quebec. The use 
of kines for network shows on non- 
interconnected stations sives broad- 
casters a little elasticity but clearances 



are still tough. Most of the Canadian 
agencies contacted by sponsor reported 
that the time shortage is getting worse 
and the line of advertisers wanting to 
get into tv is getting longer. 

Network tv: The statement that prime 
network slots are almost impossible to 
find is subject to one important quali- 
fication. An advertiser willing to ac- 
cept a live Canadian-produced show 
will not have much trouble getting on 
the network. 

This is another important fact of 
tv life advertisers must live with. It 
arises out of CBC's determination to 
develop Canadian talent and the re- 
sources associated with tv show busi- 
ness, as well as provide what it con- 
siders well-rounded program fare for 
all segments of the Canadian popula- 
tion. Otherwise, CBC fears, Canadian 
tv (and radio as well) would be in- 
undated w ith U.S. programs whose cost 
has been wholly or parti) amortized 
south of the border. 

Exactly how this policy affects ad- 
vertisers in a specific instance is not 
always clear. The Association of Ca- 
nadian Advertisers, in a brief presented 
to the Fowler Commission last June, 
complained that the lack of definite 
regulations covering the content of tv 
programs was confusing to both agen- 
cies and advertisers. 

However, one source familiar with 
CBC network operations said the fol- 
lowing rank of CBC program prefer- 



ences would provide a rough guide to 
an advertiser contemplating a network 
tv buy: (1) Live Canadian shows, (2) 
Canadian-produced film, (3) top U.S. 
network shows, (4) top U.S. syndi- 
cated shows, (5) other films. 

One tipoff on CBC program attitudes 
was provided in a CBC letter to spon- 
sor listing what it considered pro- 
graming highlights during the past sea- 
son. The government agency dhided 
its highlights into two groups: (1) 
"highlights of the commercial >ide of 
our operation in terms of audience ac- 
ceptance and in terms of reaction we 
have had from the sponsors" and (2) 
"highlights from a sen ice or artistic 
point of \ iew r which w ould hardly be 
considered highlights of a commercial 
operation because the) appeal to a 
comparatively restricted audience." 

The commercial highlights were fur- 
ther divided into Canadian and U.S. 
— originations. Here are some of those 
mentioned: following the name of the 
show are the sponsor and popularity 
rank and rating according to Elliott- 
Ilaynes 5 four-city (Montreal, Toronto. 
Winnipeg. Vancouver) sur\ey of May. 
1956: 

Canadian tv programs : General 
Motors Theatre, one-hour dramas, Gen- 
eral Motors, 13, 37.5; The Vloujje 
Family, evening serial (also done in 
French) . Colgate, 27, 31.0; Denny 
I aughan Show, nmsic-varieh , Lever, 
17. 35.JJ; Jackie Rac Show, music- 
(Pleasc turn to page 18) 
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RADIO AT A GLANCE 



i M 1IMARY OF HOME OWNERSHIP. LISTENING. SET SALES 



THREE CHARTS ON RADIO DURING A CHANGING ERA 



PROFILE OF 
R4DI0 HOME OUMIRSIIIP 

Latest figures at right 
on ra<lio ownership romo 
from two different sources. 
F i r st t wo col 1 1 in n s a re f v om 
Bureau of Broadcast 
Measurement, >liow data as 
of 1 January 1956. The 
other figures are estimates 
from Dominion Bureau of 
MatiMirs cover owner- 
ship as of September 1955. 





TOTAL 
HOUSEHOLDS 


■i 

RADIO 


1-SET 
HOMES 


2-SET 
HOMES 


3-SET 
HOMES 


OVER 
3-SET 
HOMES 


AUTO 
HOMES 


AUTO 
RADIO 
HOMES 


C\\ \I) \ 


4.007 


96.7 


2.713 


751 


179 


69 


2.174 


906 


New foumlland 


84 


90.1 


66 


9 


* 


* 


20 


6 


Prince Edward Island 


25 


91.0 


18 




* 


* 


9 


* 


\ova Scolia 


170 


97.4 


119 


On 
Zo 


I 




8,0 


31 


New Brunswick 


1 3 1 


95.4 


93 


18 


1 


* 


50 


16 


Quebec 


1,012 


96.9 


786 


144 


30 


9 


113 


182 


Ontario 


1.381 


97.6 


833 


332 


86 


37 


912 


375 


Manitoba 


238 


95.2 


1 58 


12 


11 


6 


128 


50 


Saskatchewan 


243 


96.8 


18,2 


35 


I 




149 


66 


Alberta 


298 


95.4 


210 


51 


13 


4 


178 


84 


British Columbia 


397 


97.0 


218, 


89 


19 


0 


235 


90 



Less than 1,000. Alt Homes figures arc in thousands 



PROFILE OF' 
R iniO LIST EM \G 

I i -tening figure*, audience 
mmpoMlioii were gathered 
I>\ \IF< anada Hadio 
Facilities from Klliott* 
I lavnc*. ( Canada - mo-i 
u ideh u-ed rating service. 



NO 



TIME 




TUNED 
19 SO 


AVG HR 
19SS 


TUNED 
19 SO 


AVG. HR 
19SS 


AVG 
MEN 


LISTENERS PER SET 19SS 
WOMEN CHILDREN TOTAL 


9:00 n 


.m. to 12:00 noon 


23.1 


23.6 


740 


R76 


.20 


1.15 


.32 


1.67 


12:00 


noon t(» (> :()0 p.m. 


22. o 


21.1 


730 




.16 


1.18 


.2,1) 


1.62 


(>:()(> J 


>.m. to 10:00 p.m. 


31.2 


22.2 


1 .095 


821 


.< tO 


1.18 


.62 


2.65 


0:00 i 


i.m. to 0:00 p.m. 


22.9 


22.3 


733 


828 


. 1 8 


1.16 


.30 


1.64 


0:00 ; 


i.tn. to 10:00 p.m. 


26.7 


22.3 


8,55 


noo 
oZo 


,10 


1.17 


.41 


1.98 



Note; 3rd & llh column figures arc in thousands 



PROFILE OF 



TYPE OF SET 



1954 



19SS 



S MONTHS 19SS 



5 MONTHS 1956 



/M/i/O SET S iLES 

Oata, from Dominion 
liureau of Siatisiies. 
'-how rises in all categories 
except com 1 dual ion sets. 
Not<- hm: in portable*. 



Tolal 

I lome sets 

Pot taMe 

Auto scls 

Combinations 



137.237 
303.8,26 

21.716 
109.18,3 

47.512 



609.093 
337.317 

34,196 
203.212 

35.238 



211,1,33 
93.936 
12.318 
9 1 .890 
1 3.289 



262,206 
125.864 
24.170 
99.510 
12.623 



12 
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Just four years ago . . in September, 

1952 . . . the first Canadian r l V stations came into operation in 
Toronto and Montreal. Coverage: approximately 91,000 TV homes. 

Within two years this number had increased to 13 stations covering 
approximately 700,000 '1 V homes. 



Today, 



including 



y the CBC Television Networks . . . 
CBC-owned stations and privately-owned affiliates . . . com- 
prise 30 English and 6 French stations serving more than 
2,000,000 TV homes. 

17 stations arc now connected . . . and the extension of 
microwave service continues steadily. 

Over 80% of the Canadian population is now within the 
service range of television stations. Of this number, more 
than 50% have television sets. 

More live television programs are now produced in Canada 
than in any country other than the United States. 

Through CBC Television Networks . . . English and French . . . 
the tremendous impact of TV is available to advertisers in 34 impor- 
tant market areas from Vancouver, B. C, to St. John's, Newfoundland. 

The Canadian Broadcasting Corporation extends to advertising 
agencies and their clients the fullest possible cooperation in the 
effective use of Canadian network television . . . and in the creation 
and production of Canadian programs, in both French and English. 
For complete information, get in touch with CBC. 



CBC Television 
Network ( English ) 



ATLANTIC REGION 



CJON-TV 


St. John's, Nfld. 


CFCY-TV 


Charlottetown, P.E.I. 


CBHT 


Halifax, N.S. 


CJCB-TV 


Sydney, N.S. 


CKCW-TV 


Moncton, N.B. 


CHSJ-TV 


Saint John, N.B. 


| MID-EASTERN REGION | 


CBLT 


Toronto, Ont. 


CH EX-TV 


Peterboro, Ont, 


CKWS-TV 


Kingston, Ont. 


CBOT 


Ottawa, Ont. 


CBMT 


Montreal, P.Q. 


CHCH-TV 


Hamilton, Ont. 


CKCO-TV 


Kitchener, Ont. 


CFPL-TV 


London, Ont. 


CKNX-TV 


Wingham, Ont. 


CKLW-TV 


Windsor, Ont. 


CKVR-TV 


Barrie, Ont. 


CKGN-TV 


North Bay, Ont. 


CKSO-TV 


Sudbury, Ont. 


CFCL-TV 


Timmins, Ont. 


CJIC-TV 


Sault Ste. Marie, Ont. 


CFPA-TV 


Port Arthur, Ont. 



PRAIRIE REGION 



CBWT 


Winnipeg, Man. 


CKX-TV 


Brandon, Man. 


CKCK-TV 


Regina, Sask. 


CFQC-TV 


Saskatoon, Sask. 


CHCT-TV 


Calgary, Alta. 


CFRN-TV 


Edmonton, Alta. 


CJLH-TV 


Lethbridge, Alta. 



PACIFIC REGION 



CBUT 



Vancouver, B.C. 



CBC Television 
Network (French) 



CBFT 

CBOFT 

CHLT-TV 

CFCM-TV 

CKRS-TV 

CJBR-TV 



Montreal, P.Q. 
Ottawa, Ont. 
Sherbrooke, P.Q. 
Quebec, P.Q. 
Jonquiere, P.Q. 
Rimouski, P.Q. 



CANADIAN BROADCASTING CORPORATION 

Commercial Division 



354 Jarvis Street, Toronto 5, Ont. 



1425 Dorchester Street, Montreal 25, P.Q. 
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^"^^ CANADIAN TELEVISION FACTS 



TELEVISION AT A GLANCE 

HERE ARE THE BASIC FIGURES 0^ TV SET, STATIO\ GROWTH 



HALF OF CA^ ADA'S HOMES HAVE TV ?iOW 

( BC Herniates as of July 1956 

Pereentajie of Canadian households having a tv set 



Pen outage of Canadian 

household > v% it Inn ranjie of A and B senile area 

Pereentase of (Canadian households within range 
of \ and H service areas having a tv ^et 

Percentage of Canadian 

hon>ehoId> within range of A, B and C service area- 

Percentage of Canadian households within 

rap$e of \. B and C service area* having a tv ?el 



52 



i i 



65 



86 



60 



TV SET SALES BY AREAS 



AREA 


NUMBER OF SETS SOLD 


NOVA SCOTIA 


63,978 


NEW BRUNSWICK P. E. 1. 


49,605 


NEWFOUNDLAND 


13,22 1 


QUEBEC PROMNCE 


618.327 


TORONTO AREA 


413,515 


HAMILTON -NT AC \RA AREA 


175.704 


WINDSOR 


116,382 


OTTAWA AND EASTERN ONTARIO 


137,629 


REST OF ONTARIO 


178,537 


PRAIRIE PROMNCES 


238.160 


BRITISH COLUMBIA 


169.873 


TOTAL 


2,175.231 

• 


SOURCE: KETMA of Canada, manufacturers' sales 


through May, 1956 



35 ST AT IO MS MOW OM AIR, 2 MORE EXPECTED BY EMD OF YEAR 







S T 


A T I O 


N S ON 


A I 


R 














Inter- 


Class A 












City 


Call letters 


Ch, na. 


connected 


'A-hr. rate 


Date on air 


U, S. Reps 


Can. Reps, 


MONTRE \L, Ol E. 


CHFT 


2 


yes 


$600.00 


6 


Sept 


"52 


CBC 


CBC 


TORONTO, ONT, 


CBLT 


9 


yes 


600,00 


8 


Sept 


'52 


CBC 


CBC 


<)TT\W A. ONT. 


cnox 


4 


yes 


210.00 


2 


June 


\53 


CBC 


CBC 


si DBl RV, ONT, 


CKSO-TV 


5 


no 


132.00 


17 


Oct 


'53 


Weed 


All-Canada Tv 


LONDON, ONT. 


CFPI^TV 


10 


yes 


270.00 


28 


Nov 


\53 


Weed 


All-Canada Tv 


\ ANCOUVER, B. C. 


CHUT 


2 


no 


348.00 


16 


Dee 


'53 


CBC 


CBC 


MONTREAL, QUE. 


cinrr 


6 


yes 


450.00 


10 


Jan 


'54 


CBC 


CBC 


KITCHENER, ONT. 


CK CO-TV 


13 


\cs 


234,00 


1 


31 a r 


\>4 


Weed 


Jos. A. Hardy 


SAINT JOHN, N.B. 


ciisjtv 


4 


no 


168.00 


23 


Mar 


'51 


Weed 


All-Canada Tv 


WINNIPEG, MAN. 


CHWT 


1 


no 


240.00 


3 I 


May 

m 


\51 


CBC 


CBC 


HAMILTON. ONT. 


CUCSI-TX 


11 


yes 


330.00 


7 


June 


\51 


Canadian Stn Repsf 


All-Canada Tv 


Ol KB EC CITY, 01 E. 


CFOI-TV 


4 


yes 


270.00 


17 


July 


'54 


Weed 


Jos. A. Hardy 


RE(/IN A, SASK, 


CKCK-TY 


2 


no 


1S6.00 


28 


July 


'54 


Weed 


All-Canada Tv 


WINDSOR, ONT. 


CKLW-TX 


9 


yes 


270.00 


16 


Sept 


'34 


Canadian Stn Reps 


All-Canada Tv 


PORT \ RTII1 K, ONT. 


CI PA-T V 


2 


no 


108,00 


26 


Sept 


\51 


Weed 


All-Canada Tv 


CALCAKi, M.TA. 


CIICT-T\ 


2 


no 


168.00 


8 


Oet 


'54 


Weed 


All-Canada Tv 


SIDNEY, N.S. 


CJCH-TX 


1. 


no 


150.00 


9 


Oet 


\54 


Weed 


Mi-Canada Tv 


EDMONTON, \LT\. 


CI RN-T\ 


3 


no 


192.00 


17 


Oet 


"54 


Canadian Stn Reps 


Radio Hop* 


IHMOl SKI. OLE. 


CJIUM V 


3 


no 


144,00 


21 


!Nov 


^54 


Canadian Stn Reps 


I loraee V Stovin 


s \I LT STE MARIE. ONT. 


CJIC-TY 


2 


no 


102.00 


28 


Nov 


"54 


Weed 


All-Canada T\ 


MONCToN. N R. 


CKCW-TX 


2 


no 


144.00 


3 


Dee 


'51 


Canadian Stn Reps 


All-Canada Tv 


s \>K VLOON, S\SK, 


CI OC-TY 


8 


no 


1 14,00 


5 


Dee 


'51 


Canadian Stn Reps 


Radio Reps 


MMiSTOY ONT. 


< K\\ S-T\ 


11 


yes 


156.00 


9 


Dee 


\51 


Weed 


Mi-Canada Tv 


II \LIE \\, N.S. 


(BUT 


3 


no 


180.00 


20 


Dee 


'51 


CBC 


CHC 


BR \NDON, M \N. 


CKX-TV 


5 


no 


102.00 


28 


Jan 


"55 


Weed 


All-Canada Tv 


PI.TI.KISOKOI (HI. ONT. 


CI 1 EX-TV 


12 


ye> 


150.00 


28 


Mar 


? 55 


Weed 


All-Canada Tv 


01T\W \. ONT. 


CHOIT 


9 


>es 


180.00 


21 


June 


"55 


CBC 


CBC 


V]\ JOHN'S, NEED. 


( JON-TV 


() 


no 


120,00 


6 


Sept 


"55 


W eed 


All-Canada Tv 


B \BBIE, ONT. 


CK\ U-TV 


3 


yes 


138.00 


28 


Sept 


*55 


Canadian Stn Reps 


P. Mnlvihill 


WINCH ONT. 


CK NX-TN 


8 


>( s 


132.00 


18 


INov 


'55 


Canadian Stn Reps 


All-Canada Tv 


i.etiibbid(;e, \lt\. 


CJLII-TN 


7 


no 


96.00 


18 


Nov 


"55 


Weed 


All-Canada Tv 


JONOl ILK K, Ol E. 


CKKS-1 \ 


12 


no 


120.00 


1 


Dee 


'55 


Canadian Stn Reps 


los. A. I lardy 


NORTH Ii\ i. ONT. 


cm;vt\ 


]() 


no 


96.00 


18 


Dee 


"55 


Canadian Stn Reps 


P. Mnlvihill 


I I M M 1 N s. o\T. 


CI (Ul \ 


6 


no 


96.00 




Jul: 


'56 


Jos, McGillvra 


Omer Renaud 


( II MH.OTTLI'OWN. P. E. I. 


CI C^-'l \ 


13 


no 


96.00 


ir> 


Ans 


*sr> 


Weed 


All Canada Tv 



STATIONS NOT YET 



O N 



A I R 



HIKKIiUnnkl ni K, 
\ K TOKI \. IU , 



( iii/i-i \ 

UIKIv-TY 



6 



no 
no 



192.00 
120,00 



Sum, -Fall '56 
Fall "56 



Canadian Sin Reps 
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RADIO 

(Continued from page 9) 

1956 (up through May) they have 
been running about 10 C ( ahead of 
1955. Portable sale> jumped from 
22,000 in 1954 to 34,000 in 1955 and 
this }ear they are running double the 
rate of last } ear. 

Ituvinu, selling trends: Agencies, 
stations and reps report, almost with- 
out exception, a trend away from blu- 
ing programs toward bin ing announce- 
ments, away from network toward se- 
lective (spot) radio. There is more 
in-and-out buying, more saturation 
campaigns and a greater tendency to 
buy time scattered over the broadcast 
map, particularly during the daytime. 

From Vancouver, B.C., Don E. Laws, 
commercial manager of CJOR, reports: 
"There is definitely a tendency toward 
requesting a.m. time but, as far as our 
station is concerned, we have no 
trouble placing advertisers as late as 
8:30 in the evening. 1 would say that 
while a lot of the newer ad\ertisers 
are using spots, some of the firms who 
have been using programs for years 
with us >till continue to do so. Week- 
end saturation of spot announcements 



has an appeal to such businesses as 
lesidential area developers, automobile 
dealers, etc." 

From nearby Victoria, B.C., Ham 
0. Watts, promotion manager of 
CKDA has this to say: "While it has 
been a popular form of advertising for 
some time in the U.S., saturation radio 
has become and is continuing to be- 
come more and more popular on 
Canadian radio. Advertisers who for 
years and years have run on a Monday 
through Friday schedule are concen- 
trating to a greater extent on weekend 

saturation. This chanse has been 

v. 

brought about mainly by the fact that 
the heaviest shopping days are Thurs- 
day, Friday and Saturday. This type 
of advertising is particularly popular 
with accounts which have good distri- 
bution in the large chain outlets.' 

All-Canada Radio Facilities, one of 
the top reps in the Dominion, notes 
that because of CBC rules limiting the 
amount of time devoted to commer- 
cials, it finds it hard to satisfy demand 
for saturation announcements during 
Thursday, Friday and Saturday. Morn- 
ing is most popular, All-Canada said, 
but buyers will take afternoon time 
since sets-in-use hold up. 



Firm support of radio eome> Irom 
John Holdcn, radio-n dirertoi uf 
Locke. Johnson ^ Co.. Ltd.. Toronto, 
lie told sponsok: "*\\ e are lindiiu 
Canadian radio as good a bin. if not 
better, than telex ision. More and moie 
vertical spot campaign.-* are being run. 
But 1 certainly think that one of 
the biggest changes in national radio 
bu}ing in the past \ear has been spon- 
sors' bujing on recommendation- of 
local radio stations." 

On the selling side. >tation- are 
sharpening their method- to fit in with 
current trends. For example, earh 
this year CKCL. Truro. Y>.. \i>ited 
every program sponsor to >ell ea< h on 
changing to a flash I 15-second an- 
nouncements) or spot campaign. Thi- 
w r as in connection with a program 
changeover involving more music. 

CHIT?, N an ai mo, B.C.. has elab- 
orated on the idea of turning air per- 
sonalities into salesmen by transform- 
ing its entire air staff (nine men) into 
salesmen "on both sides of the micro- 
phone." 

Network radio: The trend awav from 
buying network radio reduced business 
on the three chains run by the CBC 
(Trans-Canada. Dominion and French) 



CALDWELL'S NEW STUDIOS 
MEAN FASTER, MORE EFFECTIVE 
FILM SERVICE 



The addition of the ne^v Queensway studio (formerly Batten 
Films) to Caldwell's film services puts at your command one 
of the largest film production centres in Canada. 

For all your motion picture needs from studio to lab — 
call Caldwell. Ask about rental rates on all Caldwell facilities, 
too. Either way, you're sure of expert assistance and the best 
in equipment. 

For all your film needs, call Sydney Banks, Gerry Kceley, or 
Reg Batten at 





LTD. 



447 JARVIS 
STREET 

TORONTO 

Telephone 
WAInut 2-2103 



CALDWELL 
ONE-STOP 
FILM SERVICE 



^ Studios and Sound Stage 

^ Full 35 and 16mm. Camera 
Facilities 

Complete Lighting Equipment 

^ Magnetic and Optical Sound 
Recording and Dubbing 

Latest Ox berry Animation 
Equipment 

Large Art Department 

Canada's Largest 16mm. Lab 

^ Carpentry and Paint Shop 

^ Over 50 production experts, 
technicians, artists, and 
service personnel. 
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17.5^ thi> past season under the pre- 
\ iou-* reason. Nighttime wa- parti, u- 
hirl\ hard hit. 

\ceordhiiZ to the FJliottd la\ nc< rat- 
ing report for Ma\ 1956 onK three 
evening shows were >poiisored. two on 
the Dominion network, one on the 
Fiemh network. I he three ad\ ertisers 
and their program- are Cil'ette, Cham- 
pionship lights (10:00 p.m. Frida}. 
5.7 rating): boni. Our Miss Brooks 
<0:30 p.m. Sunday. 8.3 rating! and 
Le\ei. I n I lorn me ct ^on Peche (6:15 
p.m.. Monda\ -Frida} . 25. o rating). 

ie rating for In I loin in e ct Son 



Peche { A Man and II is Sin I \va> 
higher than all hut two of the top 
French network da} time programs, a 
tribute to one of the most popular 
shows (if not the most popular) to be 
beard in French-speaking Canada. 
I lowe\ er. tv cut the French soaper's 
ratings dow n from a le\ el that used 
to he in the 70> and oOs. 

The percent of sponsorship on ths 
thiee Canadian radio networks was as 
follows during the past season: Trans 
Canada, 7..V i : Dominion. 1 1.9'' \ , 
French. 17.9% . Tliis is not as low as 
it sounds since CHS polic\ kept radio 



FOUR OF THE MANY REASONS WHY 




IS THE "VOICE OF THE 
RED RIVER VALLEY" 

PERSONALITIES 

Total of 12 TOP-NOTCH men. All specialists in 
their respective fields. 

NEWS 

Of the liour, on the hour, every hour ;nnl at other 
feature times throughout the day, under direction 
of Kditor. Kv. Dutton. 

SPORTS 

Coverage of all major sporting events local and 
national World Series 

• Gillette Fights * Local Baseball • Pro Hockey 

• Pro Football • Gnrling— 

Pins feature spoils: programs and four sports easts 
daily, supervised by Sports Director, .Johnny Esaw. 

SPECIAL EVENTS 

With two completely Mobile Pnits, ( 4vRO has facili- 
ties to cover special events anywhere. 



REPS: 

A r L ( A XA DA RA I>IO f 1 < IIJ TIKS 
lYI.h'I) <r CO IS I'.S.A. 




BROADCASTING TO AU OF Md IlitObd 

FROM THE Red River Valley 



network sponsorship down to between 
20 and 30^, before tv's impact was 
felt. 

Daytime sponsorship has been af- 
fected bv the cancellation of da\time 
strips on U.S. networks. Because of 
the economy involved in using U.S. 
network originations in Canada some 
of these shows have been continued 
on a spot basis. 

There was still, however, a substan- 
tial da} time lineup of sponsors on the 
Canadian networks last season. The 
list on the Fnglish networks comprised 
Canada Packers. Canadian Industries. 
Carnation, General Foods. Imperial 
Oil. Lever, MeColbFrontenac Oil. Pills- 
burv, P&G. Robin Hood Flour. Sterling 
Drug, F. \V. Woolworth. 'Die French 
list includes Canada Packers, Canadian 
Industries, Cire Sussoss, Colgate. Dain 
Fa rmcrs of Canada, Fn-Cadburv. 
General Foods, Imperial Oil, Javex. 
Kraft. Lever, MeColl-Frontenae. P&G. 
Quaker Oats, Robin Hood, Sterling. 

I om. 

The downbeat network trend has 
led the CBC to consider selling par- 
ticipations on network shows to give 
advertisers the same benefits thev now 
get by Inning scattered announcements 
on selective radio. 

\etwork rates have not been changed 
since 1 Jul\ 1955, Following are the 
gross half-hour Class "C" rates on the 
three networks. (Class "C" time 
covers all da} time operations except 
Sunda> a fternoon. ) Trans-Canada : 
$819 for time, $247 for line charges 
(Newfoundland is an extra $45 and 
$14) ; Dominion: $P>0d for time, $247 
for line charge?- ; French : $200 for 
time, $36 for line charges. 

The CI5C gives frequency discounts 
ranging up to 15 r <. On top of this 
there are regional discounts which go 
up to 25 r f for Inning all five regions. 
The discounts apply to time charges 
but not line charges. Thus total dis- 
counts on time <zo as hi^h as 30 % . 
Programing;: Aimed witli the experi- 
ence of I .S. stations as well as a knowl- 
edge of their own markets. Canadian 
stations have been making deft adjust- 
ments in their programing to meet 
the competition of t\ . 

One trend a familiar one to I .S. 
broadcasters was noted by Gordon 

I I inch of Ken} on & Fckhardt, Ltd., 
Toronto. "Most radio programing/' 
lie said, "particularly by the indepen- 
dent stations, is concentrated upon the 
news, sports, disc joekeA^ pattern. Sonic 



16 



SPONSOR CANADIAN ISSUE 



20 August 1956 



of the larger stations have tried a 
Monitor type of broadcasting and the 
CBC Dominion network is experiment- 
ing with this sort of thing, too. In 
addition, there has been an emergence, 
particularly this summer, of definite 
auto radio programing, taking the 
form of "rolling home"' shows. 

With the decline of sponsored net- 
work programing svndicators are 
pushing hard to fill the gap. All- 
Canada, which sells Ziv radio shows 
in the Dominion, has been offering 
quantity discounts on blocks of 10. 
20 and 30 half-hour shows. The firm 
reports a substantial amount of in- 
terest among the musie-and-news out- 
lets in half-hour and hour mj.s/er) 
and drama shows. All-Canada also 
said it found that musical coined) and 
situation comedy shows were still 
among the most popular t \ pc> Avith 
station buyers. The s)iidicator is pro- 
ducing more special e\ ents, recentlj 
taped a half-hour show before the 
Marciano-Moore fight and is current 1\ 
doing a documentary, I'oiee of Canada. 

Also active in selling transcribed 
radio shows is S. \V. Caldwell, which 
represents Ilarn S. Goodman, among 
others. Caldwall also sells program 
blocks from its large library. In pric- 



CKDA 

BRITISH COLUMBIA 



ing individual shows Caldwell has de- 
veloped a more or les< precise formula 
based on the following factors: \ 
transcription rating is arrived at by 
combining the cost of the show with 
its record of selling perlOrmance. Thi> 
is then applied to an assessment of 
market value which is calculated by 
taking into account three factors ( 1 } 
market population, (2 1 station cover- 
age and (3 1 consumer spending in 
the area. 

In adjusting their programing to 
the tv era, stations are trying a variety 
of formulas. Rclow are some examples: 



C11KD. Kdnionton. M t a . : I In** sta- 
tion, which ha** been on the air a 
little over tw <> \ ears, reports < on>id- 
erable success w ith a '"rig id K block- 
programmed music-new s-spoi t> opera- 
tion.' The formula: 1 I I "a crisp 
lirtenable sound. ' (2 1 personalities 
playing hit parade music and popular 
standards. (3 1 complete news and 
sports co\erage, < I ) u n continual que^t 
for gimmicks and promotion >tunt>. 
( 5 I merchandising. 

CI IRC. Quebec: \ French-language 
station. C11RC said that two ^ears aizo 
it changed its programing structure to 




SEE OR WRITE 
"RADIO REPRESENTATIVES" 

MONTREAL TORONTO * WINNIPEG VANCOUVER 



Increase your sales 
in the Southern 
Vancouver Island 
Market by delivering 
your sales message 
on Victoria V "Most 
Listened to Station"" 

CKDA 

5000 watts 
Dial 1280 
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,Yr. Tom Ma lone 
Canadian Stations Repr. Ltd. 
Affiliated with Adam Young, 
Inc . 

477 Madison Avenue 
New York, N. Y. 

Dear Tom: 

On occasion of SPONSOR'S 
Canadian Issue , suggest you 
tell our American friends 
that CHOV Pembroke is serv- 
ing Zone 1 of the Eastern 
Ontario Development Asso- 
ciation. This is the 
Golden Triangle that in- 
cludes the St. Lawrence 
Seaway on one side and the 
Ottawa Valley with its 
eleven power developments 
on another. 

The Pembroke area , which 
includes the Atomic Energy 
plant, Petawawa Military 
plant and other large scale 
government development s , is 
expanding at a rapid rate 
with uranium developments 
at Bancroft, the 16 million 
dollar iron development, a 
nickel and copper mining 

area and other things in 
the making. 

Our basic agriculture and 
lumbering are still grow- 
ing, and industrial expan- 
sion is most impressive. 
Pembroke , v/ith its new 
Chamber of Commerce and In- 
dustrial Commission is get- 
ting into high gear. As 
members of both organisa- 
tions can assure you, there 
will be more good news in 
the near future. CHOV is 
achieving rather dramatic 
results for many sponsors, 
both local and national. 

Please assure our American 
friends that we are at 
their service and should 
any of your clients mention 
Canada ' s industrial expan- 
sion, put them in touch 
with us. We'll welcome 
them and give complete as- 
sistance with their plans. 

Sincerely, 

Gordon Archibald , 
Ottawa Valley 
Broadcasting Co. Ltd. 



provide a combination of music, news 
and sports but it also blended in 
serials. 

CHLI). \anaimo. B.C.: In January. 
1956 CI 1 1 B instituted a nighttime pro- 
gram set ii]) which it called "TVIY" 
r \ his >tands for Time. New s Tunes. 
\s explained \>\ the Nation. "1 NT 
ghes our listener?- the important' ser\- 
ices not supplied bv tele\ ision- cor- 
rect time is siven e\ er\ three to fi\e 
minute*. up-to-the-minute headlines 
are given on each quarter hour and 
the times or musical -eleetion> are the 
kind our listeners can sing, hum or 
whistle. TNT runs from 0:00 p.m. to 
Midnight, Monday through Saturday . 
To give a maximum of music and news 
headlines, no musical selection is 
introduced by the announcer." 

CH \B. Moose Jaw. >ask.: Sid 
Bovlin£, general manager, reports: 
"Our operation is based on tw o factor*, 
entertainment and information. We 
feel that the information factor is one 
thing that the station can produce in 
which tv is at a distinct disadvantage, 
r or that reason, we have three spe- 
cialists on our station whose full-time 
jobs are to develop these special in- 
terests. They are (1 ) sports, ( 2 ) 
women's features. (3) farm features. 
1 hese people, while they produce on 
an average of an hour or an hour and 
a quarter a day, spend the remainder 
of the in time in contact with their 
groups or developing special coverage 
of e\onts that are happening in our 
ai ea/' 

CKLB, Oshawa. Ont.: Gordon S. 
Garrison, manager of the station told 
sponsor its evening programing has 
been changed to appeal to a different 
audience ea**h ninht. * * * 



TELEVISION 

(Continued from page 11) 

\ ariety, Sunbeam, 31. 29.0; Cross- 
Canada Hit Parade, music, Frigidaire, 
19, 34.1. 

U.S. -originated t \ programs: 
Casears Hour. Adams Brands (Ameri- 
can Chicle). Helcne Curtis. KCA. 12, 
■10.1 ; Dragnet. General Foods, S. C. 
Johnson, 11. 40.3; Disneyland. Robin 
Mood Flour. Anieriean Motors, Cor- 
tauld's. 15. 36.4; Fireside Theatre, 
Robin Hood Flour, P&G, 23. 32.3; 
father Knows Best, l)u Pont, Imperial 
Tobacco, 16. 36.4. 

The top 10 Flliott-llaynes shows 
( four-cities) in May were: Ed Sulli- 
van Show, 71.7; Four Star Playhouse, 
66.6: The Millionaire, 55.1: Our Miss 
Brooks. 54.7: Jackie Gleason Show 
52.8: Stage Show. 51.3: Studio One 
46.8: Robin Hood, 11.9: Burns & 
Allen. 41.8; Holiday Ranch. 10.7. Only 
the la>t wa> Canadian produced. 

Among the artistic and service shows 
cited by CBC were a group of radio 
and tv shows wbieh won first awards 
at the annual American Exhibition of 
Educational Radio and Television Pro- 
grams at Ohio State University. The} 
include CBC Folio, a program about 
the arts: Magic of Music: CBC Wed- 
nesday Sight, famous pla\s: Australia- 
Ca n a da Sch ool B r oa dcast Exch a n ge ; 
Music and It estern. Man; Listening is 
Fun. and Men Behind the \ews. 

It should be pointed out that e\en 
if a sponsor did express an interest in 
anv of these shows, it is not certain 
CBC would permit sponsorship, for 
CBC has an ill-defined but nevertheless 
working polic\ of limiting commercial 
sponso rship. 
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The result of CBCs program and 
v'oimneirial policy is this: On the Eng- 
lish tv network last season 55 r < of the 
programs were Canadian-originated, 
45" originated elsewhere but mostly 
in the L.S. As to sponsorship, 49'4 
were sponsored. While this percent- 
age of sponsorship is considerably less 
than the l T .S. networks it is running 
considerably higher than the figure 
e\cr was on the Canadian radio net- 
works. On the French tv network 
practically all shows are Canadian pro- 
duced. Sponsorship amounted to 23' f 
of the programs. 

One of the benefits of sponsoring a 
Canadian-produced show is that part of j 
the costs are underwritten by CBC. 
This enables CBC to make the shows 
more competitive villi imported pro- 
graming. The comparative lack of in- 
terest in Canadian shows, however, 
points up the fact they are still not as 
good cost-per-1,000 buys as imported 
U.S. programing. 

Live Canadian tv programing as a 
w hole is still more expensive on a 
cosl-per-1.000 basis than U.S. web pro- 
graming. In its brief to the Fowler 
Commission, ACA compared Canadian 
network average cost-per-1,000 homes 
per commercial minutes with the U.S. 
The Canadian advertiser, said the 
ACA, pays $5-$8.50-per-L000 on the 
English network and $7.50-$15-per- 
1.000 on the French network. For 
the U.S. the figure cited w T as $2.50-$3- 
per-1,000. This means that a half-hour 
live show in Canada will range some- 
where between $15- and $45-per-1.000 
homes reached. 

CBC does not reveal its programing 
costs. Gross time charges for the full 
CBC network are about $6,200 per half 
hour in "A"' time including intercon- 
| nection charges. Frequency discounts 
range up 10 r r and regional discounts 
on top of this range up to 16 r t . So 
net time charges for a full network 
are about 25 r T less or $1,650. This 
means an average minutes rating of 50 
(about 1.000,000 homes) gives the ad- 
vertiser a cost-per-1.000 of $4.65-per- 
1.000 homes on the basis of time only 
or $1.55-per- 1.000 homes per commer- 
cial minute, assuming three minutes of 
commercial. 

In the U.S. a full interconnected net- 
w ork, after full discounts, comes to 
I about $45,000 per half hour. (Spring 
1956 costs on CBS TV.) An average 
I minute rating of 50 would give the ad- 
vertiser about 18.000,000 homes or 
1^.50-per- 1.000 homes for the half 



hour for time only and 83c-per- 1 ,000 
homes per commercial minute ju>t 
about half the Canadian cost. 

An advertiser who bins a U.S. show 
for Canada can get it at about 10" of 
the cost in the U.S. Winning the Ca- 
nadian rating is the same as the I .S. 
rating, his cost-per-1.000 for the show 
would be higher since Canadian tv cir- 
culation is one-eighteenth of that in the 
U.S. However, in some cases, the 
Canadian subsidian of a U.S. firm 
ran get the parent company's show 
for nothing. 

Canadian agencies, including Cana- 



dian branches <>| I >. agen- dilh* 
on whether network costs are reason- 
able. Those who do not think *o tend 
lo compare costs with the I Other^ 
think the\ are reasonable in the 
light of Canadian conditions tin 
lower t\ saturation, the greater expense 
of reaching a smaller market, a sub- 
stantial portion of which is thinh 
>uread out, etc. 

Two contradictor factors will de- 
terinine future Canadian t\ costs. On 
the one hand, in* leasing t\ home own- 
ership will tend to cut down cost-per- 
i.000. On the other hand, the addition 




The tremendous post-war growth of industrial Canada, 
so well measured by economists, sociologists 
and historians, is matched by the music 

coming from the minds and hearts of the people of Canada. 

YES, THERE IS CANADIAN MUSIC! 

. . . and it is the music that Canadians want to hear 
on Canadian radio and television programs. 

By encouraging and stimulating the efforts of 
Canadian composers of both popular and eoneerl music. 

BMI CANADA LIMITED and 
BROADCAST MUSIC, INC. 

are making it possible for Canadian music to be published, 
recorded and performed, not only in Canada 
but throughout the world. 

Written and composed by Canadians, published 
in Canada by Canadian publishers, this music 
should become the first choice of those advertisers and 
program producers who want their programs to find 
the widest possible favor with Canadians. 

Now located in new and enlarged offices in Toronto with added facilities, 
bztter to serve the music needs of Canada 

For further information on the subject 
of Canadian Music call or write 

SfVil CANADA LIMITED 



16 Gould Street 
Toronto 2, Ont. 



1500 St. Catherine Street, W. 

Montreal, Que. 
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of competition with the prohnhle end 
of the one-station-per-market policy 
will tend to lower ratings and increase 
eost-per- 1.000. Just how these t\\ o 
factors will halanec out remains to I>e 
seen. 

In the meantime, network t\ ad\er- 
tisers are keeping their budgets under 
control hy sharing program sponsor- 
ship. There will be more of this than 
ever on CliC 1 Y next season. 

>|>o! buying: Tele\i>ion is new to 
main areas and main advertisers in 



Canada and much tv buying i> in the 
nature of pioneering for the adver- 
tiser concerned. This is particularly 
true of local advertisers. For the na- 
t ional ad\ ertiser new to tv. selective 
(spot) Inning is usually his introduc- 
tion to the medium. 

Among the agencies active in this 
missionary work is Russell T. Kelley 
Co.. Ltd., Hamilton. Ont. The agency 
has several national accounts "getting 
their feet wet (or planning to get their 
feet wet ) in selec tive t\ ." Among 
them are Hoo\ er. Firestone. Apple- 



ford's Paper Products. A. S. Nicholson 
Co. (building supplies) and Interna- 
tional Han ester. 

Jack Andrews Price, radio-tv direc- 
tor for Kelle\. told SPONSOR: "It has 
been our experience, with accounts of 
this t\pe. that spot tv is the first step. 
Main clients who have been strong 
printed media advertisers seem rather 
timid about taking the dip into tv. 

A similar tale about local accounts 
comes from CKYR-TY. Barrie. Out., 
which has been on the air less that a 
\ear. Station Sales and Promotion 
Manager Charles Tierney said. ''None 
of the local merchants in our area had 
ever advertised on tv. Most had done 
very little ad\ertising. In our earliest 
days, these people were somewhat skep- 
tical of the power of t\ and were par- 
ticularly a»hast of what thev termed 
'the high cost." 

4 'A few. with the trepidations of a 
timid man approaching a cold hath, 
put their toes in gingerly. Surprised 
at the pleasant and profitable reaction, 
man} have stepped in a little deeper. 
Other, more aggressive firms plunged 
in boldl) and have been doing swim- 
mingly ever since/' 

As an example of the success sta- 
tions have had with local ad\ertising. 
CKCW-TY. Monctoiu N.P.. reports it 
has 119 local advertisers on the station. 

Other factors in growth of selecthe 
tv were cited bv CFRVTA . Edmonton. 
Alta. 1 he station said. ''There is grow- 
ing evidence of ad\ertisers integrating 
their advertising media. While one 
medium ma> spearhead a campaign, 
greater and more skillful coordination 
of suplementar) media is employed. 
T\ is no longer regarded as an exhorbi- 
tantl) expensive monster to be used b\ 
only the blue chip advertiser or other- 
wise requiring 'all the eggs in one 
basket" by the modest budget account. 
T\ announcements are within the reach 
of most advertisers and prove useful in 
rounding out co-ordinated campaigns. 

The station expects that with tight 
a\ ailabilities ( one of the reasons ad- 
vertisers are using selec tive t\ ) and 
higher rates, advertisers will turn more 
to 1.1). s. Another station expecting 
more demand for PDAs is CKCO-TX. 
kitchener. Out. CKCO-TX also ex- 
pects more demand for flashes ( 20- 
second announcements) and half-hours 
with sales of minutes remaining about 
e\en with last year. 

CHCT-T\. Caluarv. Alta.. sees ad- 

v. if 

\ertisers turning more to periods other 
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YEARS 

of 

SELLING 
SERVICE 
in 

Canada's Busy 
Third Market 

CJOR 



Vancouver, B.C. 



REPS: H . N. STOVIN (CANADA) 
I CANADIAN STATION REPS. (U.S.A.) 



CFOR- 
RADIO 

5000 WATTS 
SERVING & SELLING 
CENTRAL ONTARIO 

FROM ORILLIA 

Total Weekly BBM— 42,090 
Radio Homes 

Reps: — Stephens & Towndrow 
Ltd., Toronto & Montreal 
Canadian Station 
Representative*, U.S.A. 

*OriIIia is located 80 miles 
north of Toronto in the heart of 
the rich Central Ontario 
market. 



than prime time, especiall) daytime 
t\. Daytime tv is beginning to gather 
sleam, although main stations note the 
laek of network support. Programing 
in Canada <renerall\ starts about 3:00 
p.m. with a few pioneers starting an 
hour or two earlier. CUCT-TV told 
SPONSOR that P&G. in introducing 
Gleem to the Calgary market recently, 
bought about 60'/ of its schedule in 
the afternoon. The station also said. 
4 *Since 1955. Shop Fas\ Food Stores, 
biggest tv advertiser in western Cana- 
da, have been buying almost half of 
the available afternoon programing 
time on Calgary's Channel 2/ 

Film : With the growth of private 
stations and the opening of new tv 
markets, syndicated film sales are natu- 
rally growing. Despite the clearance 
problem due to the one-stalion-per- 
market policy and network option time 
(and a government-owned network at 
that) a substantial number of national 
spot clients have been using syndicated 
film. Here are some of them: 

All-Canada, which distributed Ziv 
features has sold shows to such clients 
as Coca-Cola, Colgate. General Foods, 
General Mills. The station list usually 



comprises 15 or 20 of the largest tv 
markets. 

S. W. Caldwell, which distributes 
properties of CBS Film Sales. Guild 
and Walter Sehwiinmer as w ell as a 
trio of English firms, has sold shows to 
lleinz and Texaco and a number of 
regional clients, including banks and 
insurance companies. 

RCA Victor Co., Ltd., which repre- 
sents NBC Television Films, has sold 
a four-station French lineup to Pepsi 
Cola, another four-station schedule lo 
Sealv Mattress and a two-slation New 
Brunswick lineup to Kastern Bakeries. 

TPA has sold ) our Star Showcase 
to Maple Leaf Milling. 

ABC Film Syndication, which sells 
out of the New York, sold two shows 
to Canadian Admiral in a total of 19 
markets. Other clients include J-B 
Watch Bands and Gruen Watch, co- 
sponsors of a dramatic antholog\ in 
23 markets. Walter Lowney Co. in five 
markets. Colgate in 12 markets. Mon- 
arch Creamery Products in 12 markets. 
Coca Cola in 18 markets. 

Most syndicated clearances are in 
early evening time. Pepsi's four-station 
French lineup for NBC Film's Watch 
the World (dubbed in French) com- 
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CANADA'S 
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MARKET 
AT !/ 2 PRICE 

CHUB 

N A N A I M O 
ELLIOTT HAYNES 

Reps: 

Stephens and Tow ml law. Ltd.. 

Toionto and Montreal 
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John \. Hunt & Associate I unromei 
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priced one elation at 7:30 and three at 
7:15 p.m. during tlie week. Scab 
Mattress cleared one station at 5 :00 
p.m. Minda;. one at 7:00 p.m. Satur- 
day one at 7:00 p.m. Monda\ and one 
at 7:30 p.m. Tuesdaj . 

Here are a list of clearance times for 
\BC Film shows: nnc market at 0:00 
p m.. three at 7:00 p.m.. seven at 7:30 
p.m.. one at 830 p.m.. two at 9:30 p.m.. 
one at 10:00 p.m.. one at 10:30 p.m. 
The best clearances in the li^t above 
w ere in the nonconnected markets 
where the use of kiiKN from CBC net- 
w ork shows allow some flexibility in 
programing. As interconnection 111- 
< rease<. this lle\ihilit\ will he lost. So 
far a^ the English network goes. most 
of Ontario will he interconnected l>\ 
the fn>t half of next \ear. Manitoba 
will be linked b\ March. 1957. Sas- 
katchewan h\ \la\. Alberta b\ Sep- 
tcmber. New Brunswick by \o\ ember. 
Completion of the intercontinental link 
o\er the Kockies to British Columbia 
will be during the second quarter of 
195". Of course. b\ that linn* more 
t\ competition is ex peeled and some 
* \ ndicatois see a bonanza in 1958. 

Commercials it is estimated that 
i>bout half of all Canadian t\ commer- 
cials are on film. Canadian producers 
and film processors arc getting an in- 
creasing share of this business as their 
skill and equipment grows. Some of 
the commercial producers still ha\e 
their animation and optical work done 
in the l.S. 

Among the important commercial 
producers and their credits are : 

S. \\ . Caldwell This firm, which 
iccentl) bought out the Batten Film 
Studios, has done commercials for 
\\ estinghotise. Ourne\ Product^. Juno 
Co. of Canada. Kobin Mood Flour. 
Swift Canadian Co.. General Food- 
and Borden. 

\\ ill ia ins & Mill Forme rh I he t\ 
product ion department of Dominion 
Broadcasting Co.. Williams & Mill ha* 
done commercials for Campbell. Chr\s- 
kr. Ford. Imperial Oil. Johnson & 
Johnson. Kellogg. Le\er. Miles Labs. 
BCA Victor and Snow Crop. 

Crawle\ Films This firms clients 
include. Tide. Pillsbui) . Vitalis. Ipana. 
Dow Brewer\. BnlTerin. Ford. Kellogg 
and Sweet Caporal Cigarettes. 

Meridian Productions Clients in- 
clude l\or\ Snow. Borden, Cheer. Mon- 
santo. Cood\ear. S. C. Johnson, Col- 
gale. Tide. Kellogg. Dodge trucks and 
\merican Motors. ★ ★ ★ 
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COMPLIMENTS OF A FRIEND 

And Qood Neighbor 



*CKLW and CKLW-TV, Windsor -Detroit -friend and good 
neighbor to 1710,000 TV and 5,638,000 Radio homes on both 
sides of the border. Only maximum power radio -tr combination 
in the Detroit area. 

CKLW =r CKLW-TV 

ADAM J. YOUNG, INC. Nationa Representative 
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